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It  makes  perfect  sense  to  let  one  bottle  of  Asilone  Suspension  do  the  lot. 
That's  why  we're  discontinuing  our  300ml  Suspension.  Which  leaves  the 
500ml  size  for  all  your  prescription  needs.  Meanwhile,  our  OTC  consumer  range 
for  display  remains  as  comprehensive  as  ever:  the  300ml  and  100ml  Liquid 
and  30's  Tablets.  This  should  simplify  things.  And  makes  life  easier  for  you. 
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COMMENT 


Rarely  can  a  company  have  nailed  its  colours  so  clearly 
to  the  mast  as  Smith  &  Nephew  does  in  an  advertise- 
ment feature  for  Elastoplast  in  The  Grocerhst  week. 
"Smith  &  Nephew  have  identified  a  growing  opportunity  to 
broaden  sales  within  grocery  outlets,  transferring 
prescription-type  products  into  an  OTC  retail 
environment, ' '  we  are  told.  "Elastoplast  has  developed  a 
distinctive  range  of  bandage,  wound-care  and  dressing 
products,  which  have  been  specifically  designed  for  the 
self-selection  grocery  environment."  In  fact  the  range, 
launched  last  year  in  a  distinctive  green  livery,  is  so  specific 
to  grocery  it  is  not  even  available  to  pharmacy,  say  S&N, 
though  the  packaging,  which  "incorporates  clear  and 
responsible  usage  guidelines  to  ensure  consumer 
understanding' '  looks  to  be  an  improvement  on  the  regular 
blue,  white  and  red  strip.  All  the  products  in  the  grocery 
range  —  which  apart  from  the  washproof  and  fabric  plaster 
lines  includes  lint,  absorbent  gauze,  wound  closure  strips 
and  crepe  and  dressing  bandages  —  are  also  available  in 
pharmacies,  but  pharmacies  do  not  need  the  clearer 


packaging  because  the  customer  can  always  ask  the 
pharmacist,  say  S&N.  Well,  perhaps  she  (or  he)  would  be 
advised  to  do  just  that,  because  the  pharmacist  could  also 
perhaps  advise  her  that  the  use  of  lint  and  gauze  is 
something  of  an  anachronism  and  there  are  far  better  low 
adherence  high  exudate  dressings  available,  some  of  them 
even  made  by  Smith  &  Nephew! 

Pharmacists  are  well  used  to  seeing  the  manufacturers 
of  mass  market  toiletry  brands  and  GSL  medicines  courting 
the  grocery  sector.  No  one  can  deny  the  steady  drift 
towards  one-stop  shopping,  but  the  supermarket  chains 
have  not  been  slow  to  realise  that  an  in-store  pharmacy  can 
add  a  valuable  extra  dimension,  that  of  a  health  professional 
to  provide  specialised  advice  on  medicines  —  and  even 
wound  dressings.  Providing  the  customer  with  healthcare 
advice  is  the  community  pharmacist's  role  sine  qua  non.  If 
a  company  like  Smith  &  Nephew,  which  bills  itself  as  an 
international  health  care  group,  chooses  in  its  marketing 
approach  to  overlook  that  fact,  it  cannot  be  surprised  if  its 
products  get  little  support  from  pharmacists. 
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NEWS 


PSNC  settles  for  8.25pc 
and  two  tier  fee 


Pharmacy  contractors  are  to  get 
an  8.25  per  cent  increase  in 
remuneration  for  1991-92, 
together  with  lump  sums  to  cover 
underpayments  in  both  1989-90 
and  1990-91 .  And  from  April  1  this 
year,  fees  will  be  calculated  in  two 
tiers  instead  of  three. 

A  Pharmaceutical  Services 
Negotiating  Committee 
delegation  met  Health  Secretary 
William  Waldegrave  on  April  22, 
when  the  revised  offer  received 
on  April  12  was  confirmed.  The 
full  PSNC  meeting  three  days 
later  gave  chairman  David  Sharpe 
the  go-ahead  to  accept. 

Financial  executive  Mike 
Brining  says  the  Committee 
"broadly  accepted  the  settlement 
in  cash  terms  for  1991-92  as 
reasonable  and  consistent  with 
other  professional  groups. ' ' 

He  said  PSNC  was  concerned 
the  baseline  for  1992-93  is  not  as 
high  as  that  given  to  other  groups 
by  virtue  of  their  staged  pay 
awards  and  was  disappointed  the 
Secretary  of  State  felt  unable  to 
move  on  this  point.  "We  were 
arguing  that  the  £4. 5m  from 

1989-  90  should  be  put  into  the 
baseline,  but  the  Department  of 
Health  refused  to  accept  this.  The 
Committee  came  to  the 
conclusion  this  was  the  end  of  the 
road, ' '  Mr  Brining  said. 

Total  remuneration  moves 
ahead  from  £555.5  million  to 
£601 .4m,  with  £581 .8m  for  core 
(1990-91  £537. 5m)  and  £19. 6m 
(£18m)  for  non-core  services. 
The  total  figure  includes  DoH 
estimates  of  a  3.1  per  cent 
increase  in  prescription  volume 
and  a  6.8  per  cent  increase  in  net 
ingredient  cost  per  script  over  the 
year. 

The  total  does  not  include  the 
£1.3m  announced  for  needle 
exchange  schemes,  though  Mr 
Sharpe  says  he  expects  a 
continuing  figure  to  be  added  to 
next  year's  baseline.  PSNC  is 
currently  working  out  the  fee 
structure  for  needle  exchange  fee 
payments.  Mike  Brining  expects 
around  7  per  cent  of  pharmacies  to 
be  involved,  which  would  suggest 
a  fee  in  four  figures. 

Lump  sum  payments  of  £4 .  5m 
for  1989-90  and  around  £8.9m  for 

1990-  91  (the  exact  figure  depends 
on  the  inclusion  of  March  scripts) 
will  be  paid  in  June  (hopefully)  and 
September  (definitely) 
respectively.  PSNC  has  yet  to 
discuss  the  fine  detail,  but  it  is 
expected  money  will  be  paid  to 
contractors  as  a  percentage  of 
(heir  1990-91  core  remuneration. 


The  money  is  likely  to  be  paid  to 
current  contractors:  PSNC  has 
stated  that  sellers  of  businesses 
should  make  arrangement  for 
backdated  sums  in  sale  contracts. 

The  "trigger  mechanism" 
which  PSNC  succeeded  in  adding 
to  the  negotiating  procedure  last 
year,  provides  for  a  correction  if 
total  remuneration  paid  is  more 
than  £250,000  out  on  either  side  of 
the  target  sum. 

Last  year,  however,  this 
applied  only  to  core  services, 
causing  an  argument  with  the 
Department  over  what  to  do  about 
underspending  on  patient 
medication  records  and  residential 
home      payments.  "The 


repriced. 

Mr  Brining  says  the 
Committee  had  felt  for  some  time 
the  need  for  an  in-depth  review  of 
remuneration.  "The  review  is  on- 
going but  to  enable  us  to 
restructure  remuneration  in  the 
future,  we  decided  to  change  from 
the  three  tier  scale,  which  was 
seen  as  an  anachronistic  hangover 
from  the  cost-plus  system. 

"The  change  means  that 
although  the  overall  value  of  the 
offer  was  8.25  per  cent,  it's  not 
8.25  per  cent  for  all  contractors  as 
the  system  is  based  on 
averaging. ' '  Contractors  doing  in 
excess  of  100,000  scripts  a  year 
will  achieve  a  reduced  rise. 


DoH  funds 
CPP  resource 
centre 


A  new  research  resource  centre, 
funded  by  the  Department  of 
Health,  has  been  established  by 
the  College  of  Pharmacy  Practice 
and  Manchester  University. 

Its  purpose  is  to  become  "a 
hub  for  practice  research 
development,  to  meet  the  needs 
of  potential  and  active 
researchers".  It  will  not, 
however,  be  geared  towards 
undergraduates. 

Initial  priorities  will  be  to 
consolidate  existing  practice 
research.  The  resource  centre 
will  provide  information  and 
network  support  to  underpin 
research  initiatives  and  develop 
areas  of  special  interest,  and 
advise  on  project  design. 


-A'V 


Department  has  now  conceded 
that  the  trigger  mechanism  should 
apply  to  non-core  services  too," 
Mr  Sharpe  says. 

PSNC  has  decided  to  be 
flexible  about  how  under  or  over 
payments  on  non-core  services 
will  be  handled.  "The  important 
point  is  that  the  Department  have 
made  the  concession,"  Mr 
Sharpe  says. 

The  two-tier  professional  fee 
will  be  paid  at  151.2p  for  the  first 
1 ,500  scripts  in  a  month,  up  from 
1 44 .  5p  for  first  1 ,400,  and  at  71 . 5p 
for  the  rest,  instead  of  66. 5p  for 
the  next  5,250  and  71. 5p  for  the 
rest.  The  effect  on  fee  income  is 
summarised  in  the  table. 

Mr  Sharpe  says  contractors 
will  be  formally  notified  via  the 
Drug  Tariff  of  the  increases  in 
additional  fees  and  allowances.  He 
hopes  June  prescriptions  will  be 
priced  at  the  new  rate.  April  and 
May   prescriptions   will  be 


WE  I~L  NETEP  To  ETXftMINE  THE 
SMALL  PftiNT  OF  THE  PS  N  C 
ENCVCLICM-    FltfST.  ,  *  


Effect  of  fee  structure  change  on  monthly  fee  payments 


Scripts/month 

Fees  91/92  £ 

Fees  90/91  £ 

Difference  £ 

Percentage 

1,000 

1,512 

1,445 

+  67 

+  4.6 

2,000 

2,625 

2,422 

+  203 

+  8.4 

3,000 

3,340 

3,087 

+  253 

+  8.2 

4,000 

4,055 

3,752 

+  303 

+  8.1 

5,000 

4,770 

4,417 

+  353 

+  8.0 

6,000 

5,485 

5,082 

+  403 

+  7.9 

7,000 

6,200 

5,771 

+  429 

+  7.4 

8,000 

6,915 

6,506 

+  409 

+  6.3 

9,000 

7,630 

7,241 

+  398 

+  5.4 

10,000 

8,345 

7,976 

+  369 

+  4.6 

Summary 


•  Total  remuneration  up  8.25  per  cent  to  £601 .4m  (includes  DoH 
estimates  for  3.1  per  cent  rise  in  script  volume  and  6.8  per  cent 
increase  in  NIC) 

•  Lump  sum  of  £4. 5m  due  from  underpayment  in  1989/90  to  be  paid 
in  June  or  July 

•  Lump  sum  of  around  £8. 9m  due  from  underpayment  in  1990/91 
to  be  paid  in  September 

•  Money  not  taken  up  from  £1.8m  PMR/residential  home 
payments  to  form  additional  lump  sum 

•  £1.3m  for  needle  exchange  schemes  to  be  distributed 
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Wholesale  dealer  fees  still  too  high 


FHSAs  could 
fund  new  role 

Any  additional  expenditure  to 
upgrade  pharmacies  to  cope  with 
the  extended  role  could  be  funded 
by  FHSAs,  according  to  the 
National  Association  of  Health 
Authorities  and  Trusts. 

In  their  submission  to  the 
working  party  on  pharmacy's 
extended  role,  NAHAT  put 
forward  a  number  of  proposals: 

•  prescribing  and  dispensing  for 
minor  ailments 

•  repeat  prescriptions 

•  screening  tests 

•  health  promotion  activities 

•  syringe  exchange  schemes 

•  domicilliary  visits,  and 

•  prescribing  and  dispensing  of 
dressings  and  surgical  appliances 

FHSA  financing  would  mean 
that  the  authorities  would  need  to 
be  satisfied  about  the 
appropriateness  and  quality  of  the 
services  to  be  provided.  They 
would  also  have  to  ensure  that  the 
services  were  appropriately 
located,  says  NAHAT. 

Steps  should  be  taken  to 
encourage  the  pharmacist's  role  in 
minor  ailments,  says  NAHAT, 
provided  the  duration  of  treatment 
before  referral  is  limited  and  that 
facilities  exist  for  active 
communication  with  the  patient's 
GP.  Consideration  should  also  be 
given  to  enable  pharmacists  to 
prescribe,  without  charge,  for 
patients  normally  exempt  from 
prescription  charges. 

The  need  for  patients  to  return 
to  the  surgery  for  repeat 
prescriptions  could  be  avoided  if 
the  GP  gave  instructions  on  the 
FP10  for  repeats,  says  the  report. 
To  allow  monitoring  of  the 
patient's  condition,  it  would  be 
necessary  for  the  patient  to  return 
for  repeats  to  the  same  pharmacy. 

The  doctor  could  stipulate  a 
maximum  period  and  should  have 
access  to  the  current 
"dispensing"  position  possibly  via 
a  computer  link  or  patient  held 
medication  record.  Greater  co- 
operation between  doctor  and 
pharmacist,  often  by  way  of  a 
computer  link,  is  emphasised  in 
the  report,  but  to  achieve  this 
equipment  would  have  to  be  made 
compatible . 

The  role  of  pharmacists  in 
providing  screening  tests  should 
be  seen  as  complementary  to  the 
health  promotion  functions  of 
GPs,  says  the  report.  It  suggests 
pharmacies  might  mount  special 
one-week  health  promotions  in 
conjunction  with  local  practices. 
Cheshire  FHSA's  scheme  of  using 
local  pharmacies  as  outlets  for  the 
sale  of  three  and  12-month 
"prescription  passes"  is 
commended. 

For  all  the  proposals  NAHAT 
considers  that  pilot  studies  should 
be  undertaken  where  appropriate. 


The  National  Pharmaceutical 
Association  has  welcomed  the 
Medicine  Control  Agency's 
proposal  to  reduce  the  cost  of 
wholesale  dealer's  licences  for 
community  pharmacists,  but  says 
they  are  still  too  high. 

The  MCA  proposes  to  reduce 
the  licence  fee  from  £1,105  to 
£750,  the  inspection  fee  from 
£1,105  to  £650,  and  abolish  the 
five-yearly  renewal  fee  of  £550  in 
favour  of  a  £125  annual  charge. 

Pharmacists  whose  wholesale 
dealing  does  not  exceed  15  per 
cent  of  annual  turnover  would 
qualify  for  reduced  rates  of  £400, 
£300  and  £75  respectively. 
Wholesale  dealing  amounting  to 
not  more  than  about  5  per  cent  of 
turnover  would  not  need  a  licence. 

The  NPA  Board,  meeting  last 
week,  decided  to  respond  to  an 
MCA  consultation  paper  by 
pointing  out  that  the  proposals 
were  totally  disproportionate 
when  considered  against  turnover 


figures  of  large  national 
wholesalers.  They  are  to  ask  for 
"reduced  rate"  fees  and  for  the 
turnover  limit  for  reduced  fees  to 
be  increased  to  25  per  cent. 
Paracetamol  safety.  The  NPA  is  to 
seek  the  view  of  the  Royal 
Pharmaceutical  Society  on  the 
need  for  an  additional  warning 
label  on  all  dispensed  medicines 
containing  paracetamol. 
Phenytoin  substitution.  Members  are 
to  be  reminded  about  the 
problems  of  substituting  Epanutin 
for  phenytoin  tablets  in  view  of  the 
recent  shortage.  Phenytoin  has  a 
narrow  therapeutic  range  and  any 
change  of  formulation  needs  to  be 
monitored  by  the  GP.  Members 
will  also  be  reminded  that  they  will 
not  be  paid  for  Epanutin  against  a 
generic  prescription,  unless  it  was 
treated  as  a  special  case  by  the 
Prescription  Pricing  Authority. 
Residential  nursing  homes.  The  NPA's 
medication  profile  forms  and 
pharmacist  information  forms 


were  approved  and  (he  Board 
agreed  they  should  be  made 
available  as  soon  as  possible. 
Readers  Digest  booklet.  A  booklet 
about  the  community  pharmacist 
will  be  "stitched  in"  the  June 
Readers  Digest:  250,000  copies 
will  be  available  to  give  to 
customers. 

NPA  Prize  to  schools  of  pharmacy.  The 

Board  is  to  make  available  a  £60 
prize  to  all  schools  of  pharmacy  for 
"a  special  achievement". 
Syringe  exchange  window  stickers.  The 
Board  is  to  recommend  to  the 
PSNC  that  a  window  sticker, 
supplied  bv  Manchester  City 
Council's  HIV/AIDS  unit,  be 
circulated  in  the  training  pack 
being  assembled  for  pharmacy 
contractors  who  wished  to  qualify 
for  needle  exchange  fee  payment. 
Lithium  warning  cards.  The  NPA  is  to 
print  lithium  warning  cards,  which 
are  no  longer  available  from  the 
Society,  to  avoid  any  interruption 
in  supplies. 


NAWP  gets  Ministerial  backing  for 
women's  career  information  pack 


The  National  Association  of 
Women  Pharmacists  launched  its 
"Women  in  Pharmacy" 
information  pack  on  career 
choices  and  flexible  working,  in 
the  presence  of  Health  Minister 
Virginia  Bottomley  at  the 
Society's  headquarters  on 
Monday  evening. 

The  pack,  obtainable  by 
sending  off  the  form  inserted  in 
this  issue  of  C&D,  provides 


sample  career  profiles,  with 
information  on  finding  a  job, 
planning  a  career  break,  flexible 
working,  maternity  leave  and 
childcare. 

Production  of  the  pack  has 
been  sponsored  by  the 
Department  of  Health,  AAH, 
Boots  The  Chemist,  Foster  & 
Plumpton  Group,  Kingswood 
Chemists,  Knoll,  L  Rowland  &  Co 
and  Savory  &  Moore. 


S&N  target  grocers  with 
Elastoplast  range 


Smith  &  Nephew  are  promoting  a 
new  range  of  Elastoplast  self- 
selection  products  to  groceries 
only.  The  company  says  the 
range,  launched  late  last  year,  is 
"much  more  consumer 
orientated"  and  is  designed  for 
ease  of  selection,  without  the 
need  for  a  pharmacist's  advice. 

The  range,  which  includes 
retention  bandages,  crepe 
bandages,  gauze,  lint,  cotton 
wool,  antiseptic  wipes  and  wound 
dressings,  has  been  developed  to 
capitalise  on  the  growing  trend  for 
one-stop  shopping,  says  the 
company. 

Growth  is  occurring  in  retail 
outlets  where  self-selection  of 
products  by  the  consumer  is 
possible,    for    example  in 


supermarkets  and  drugstores. ' ' 
The  packs  are  green  with  a 
white  cross  logo  to  differentiate 
them  from  the  established 
Elastoplast  range.  Each  pack 
shows  a  clear  diagram  of  how  the 
product  is  used  which,  says  the 
company,  would  not  be  necessary 
for  products  sold  in  the  pharmacy 
since  advice  is  always  at  hand. 

The  products,  says 
Elastoplast  brand  manager  Peter 
Childs,  are  available  to 
pharmacists  under  a  different 
guise,  though  S&N  may  consider 
making  the  self-selection  range 
available  to  pharmacies  in  the 
future.  However,  Mr  Childs  said 
he  was  not  sure  yet  whether  there 
was  a  market  in  the  pharmacy 
sector  for  such  a  range . 


Mrs  Bottomley  said  that  as  co- 
chairman  of  the  Women's  National 
Commission  she  has  a  particular 
interest  in  overcoming  barriers  to 
women's  career  development. 
"This  initiative  meets  with  my  full 
support.  It  should  be  instrumental 
in  ensuring  the  success  of  career 
breaks  and  flexible  working 
schemes  implemented  by  all 
employers  in  pharmacy. ' ' 

Mrs  Bottomley  said  that  on 
June  5  the  DoH  will  launch  two 
videos  on  the  particular  needs  of 
women  pharmacists  working  in 
the  hospital  service,  one  targeted 
at  managers  and  the  other  at 
returnees. 

NAWP  president  Sarah 
Insole,  who  presented  the  first 
copy  of  the  pack  to  Mrs 
Bottomley,  said  nothing  would 
change  the  fact  that  women's  job 
needs  were  different  to  men's. 
"However,  women  are  blessed 
with  versatility,  and  pharmacy  is  a 
career  which  can  offer  more 
flexibility  than  most,  with  part- 
time  working  and  job  sharing. ' ' 

"We  have  to  make  sure  the 
expensive  training  of  pharmacists 
is  not  wasted, ' '  Mrs  Insole  said. 
"The  'Women  in  Pharmacy' 
pack,  which  is  designed  to  be 
added  to  as  new  career 
opportunities  arise  —  is  a  flexible 
publication  for  a  flexible  career. ' ' 
•  Women  now  represent  42  per 
cent  of  pharmacists,  62  per  cent  of 
first  year  undergraduates,  and  66 
per  cent  of  hospital  pharmacists. 
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The  forthcoming  Pharmacy  Healthcare 
scheme  leaflets  are:  Hayfever 
(June),  Are  you  dying  of  a  suntan 
Ouly),  Better  communicating  with 
your  doctor  and  pharmacist 
(August),  Diet  and  exercise  for 
people  with  arthritis  (September), 
11  methods  of  contraception 
(October)  and  Cystitis  (Nov- 
ember). Supplies  of  the  new  four 
slot  stand  are  available  but  there 
are  no  further  stocks  of  the  eight 
and  16  slot  stands. 
The  Wellcome  Foundation  are 
reminding  pharmacists  that 
following  a  change  in  indication, 
Calpol  can  be  given  to  babies  from 
the  age  of  two  months  for  post- 
vaccination  pyrexia.  The  company 
has  been  alerted  to  the  fact  that 
some  pharmacists  are  refusing  to 
sell  the  product  for  babies  under 
three  months,  either  on  the 
grounds  that  the  child  was  too 
young  or  that  the  product  license 
did  not  cover  that  indication. 
Calpol  brand  manager  Roger 
Crow,  who  alerted  C&D  to  the 
situation,  pointed  out  that  the  new 
indication  had  been  announced  in 
the  pharmaceutical  Press  (C&D 
November  3,  p786)  and 
pharmacists  had  been  sent  a 
revised  Data  Sheet. 
Lundbeck  are  recalling  four  batches  of 
Clopixol-Conc  injection  500mg 
(five  by  1ml  ampoules).  This 
follows  a  report  of  a  small  number 
of  packs  containing  ampoules  on 
which  the  strength  appears  to 
read  600mg/lml  instead  of 
500mg/lml.  A  printing  problem 
has  resulted  in  excess  ink  running 
and  closing  the  loop  on  the  number 
six ,  say  Lundbeck.  As  a 
precautionary  measure, 
pharmacists  are  asked  to  check 
their  stocks  and  return  any  packs 
in  the  affected  batches  —  A033 
(expirv  date  Julv  1992)  A034C, 
A035  and  B035  (all  expire 
September  1992)  —  to  their 
wholesaler  for  credit  or 
replacement. 

Following  our  story  on  Sheffield  IPC's 

"Guide  to  good  prescribing 
practice"  (C&D  April  20,  p630) 
which  has  been  sent  to  all  GPs  in 
Sheffield,  LPC  secretary  Martin 
Bennett  says  around  15  other 
LPCs  have  contacted  him  for 
copies.  He  says  the  printer  is 
happy  to  supply  a  similar 
document  "customised"  for  an 
individual  LPC  for  around  £250  for 
700  on  folded  card  (smaller 
quantities  are  not  noticeably 
cheaper).  LPCs  can  contact  Mr 
Bennett  at  Associated  Chemists 
(Wicker)  Ltd,  61-71  Wicker, 
Sheffield  S3  8HT.  Tel:  0742 
727676. 

Publication  of  the  new  European  Directive 
on  infant  formulae  is  expected  to 
appear  in  the  Official  Journal  of  the 
European  Community  shortly. 
The  Government  aims  to  maintain 
existing  agreements  for 
nutritional  standards  when 
considering  implementation  of  the 
directive  in  UK  law,  it  was 
announced  in  the  Commons. 


Pharmacists  in  the  middle  over 
computer  signed  scripts 


GPs  in  Filey,  North  Yorkshire, 
are  continuing  to  issue 
computerised  prescriptions  with 
mechanical  signatures  despite 
warnings  from  the  Royal 
Pharmaceutical  Society  that  they 
are  illegal. 

Filey  pharmacist  Paul 
Richardson  confirmed  that  the 
prescriptions  are  still  being  issued 
but  the  computer  signature  only 
applied  to  those  issued  at  a 
consultation  with  a  patient. 

The  local  pharmacists  were  in 
a  very  difficult  position,  said  Mr 
Richardson.  The  Society  had 
advised  members  not  to  dispense 
these  prescriptions  but  it  was 
becoming  increasingly  difficult  not 
to  involve  the  patients.  Reaction 
from  the  public  had  been  mixed, 
he  said,  depending  on  the  amount 
of  inconvenience  they  were 
subjected  to. 

In  addition,  there  had  been 
hints  —  "and  only  hints"  —  from 
the  FHSA  that  pharmacists  may 
be  in  breach  of  their  terms  of 
service  if  they  refused  to  dispense 
the  prescriptions,  he  said. 

As  the  doctor's  practice  is  the 
only  one  in  the  town,  the  loss  of 


prescriptions  could  have  a  severe 
financial  effect.  "The  situation  is 
not  causing  financial  problems  at 
the  moment,  but  if  it  continues,  or 
extends,  it  will,"  said  Mr 
Richardson. 

David  Sutherland,  who  has 
premises  in  Murray  Street,  Filey, 
told  C&D  his  livelihood  depended 
on  the  prescriptions  from  this 
particular  practice.  "Once  you 
start  to  lose  business  you  may 
never  get  it  back,"  he  said. 
"Customers  are  not  concerned 
about  the  legality  of  the 
prescription,  they  just  don't  want 
to  be  going  back  and  forth 
between  the  pharmacist  and  the 
doctor." 

Susan  Marsh,  head  of  the 


Society's  Law  Department,  told 
C&D  their  advice  to  pharmacists 
had  not  changed.  "The 
requirements  for  dispensing  are 
not  met  by  anything  other  than  a 
doctor's  signature,"  she  said. 

"A  prescription  bearing  a 
computer-generated  facsimile 
signature  does  not  meet  the  legal 
requirements  for  supply  of 
Prescription  Only  Medicines  or  of 
Controlled  Drugs.  Pharmacists 
must  not,  therefore,  dispense  any 
such  prescription." 

John  Merrills,  deputy  chief 
pharmacist  at  the  Department  of 
Health,  said  his  understanding  of 
the  terms  of  service  for  doctors 
was  that  doctors  were  required  to 
sign  an  FP10  in  ink,  themselves. 


Corby  pharmacists  unite  to 
fight  contract  application 


A  group  of  pharmacists  in  Corby 
have  formed  a  consortium  to  put 
forward  a  rival  application 
following  moves  to  open  a 


Ban  health  claims,  says  FAC 


The  food  endorsement  scheme 
run  by  the  Health  Education 
Authority  should  be  banned, 
according  to  the  Ministry  of 
Agriculture's  Food  Advisory 
Committee  review  of  food 
labelling  and  advertising, 
published  last  week. 

Despite  the  benefits  of 
schemes  conveying  dietary  health 
messages  to  consumers,  they  are 
potentially  misleading,  says  the 
FAC.  It  believes  labels  and 
adverts  are  not  the  way  to  bring 
about  dietary  changes,  as  it  is  a 
"practical  impossibility"  for  the 
overall  message  to  be  conveyed  in 
such  a  limited  space. 

The  consumer  may  treat  any 
separate  educational  material  as 
less  important  than  label 
endorsement,  the  Committee 
feels  and  recommends  the 
Government  should  consider 
achieving  dietary  change  by 
improving  basic  nutrition  and 
health  education  instead. 

Promotion  by  personalities  or 
sponsorship  of  events  designed  to 
give  food  a  "healthy"  image  were 
not  objected  to  in  principle,  but  the 
FAC  recommended  that  health 
endorsements  by  individuals, 
including  "experts",  should  be 
banned,  due  to  the  possibility  of 
misleading  claims. 


Implied  health  claims,  such  as 
heart-shaped  packaging  or 
misleading  brand  names,  are  also 
frowned  upon. 

Health  claims  for  food  should 
only  be  permitted  if  they  can  be 
justified  by  recommendations 
made  or  supported  by  the  chief 
medical  officer,  says  the  report. 

Current  Food  Labelling 
Regulations  directly  ban  only 
absolute  medicinal  claims  (for 
example  "This  food  is  capable  of 
preventing  heart  disease").  The 
FAC  have  strong  reservations 
about  claims  such  as  "will  help 
maintain  a  healthy  heart" ,  where 
there  is  no  mention  of  disease. 

The  FAC  also  recommends 
that  claims  relating  to  deficiency 
diseases  which  are  virtually  non- 
existent in  the  European 
Community  should  be  banned, 
unless  it  is  clear  the  food  is 
intended  for  a  particular  minority. 

The  Government  says  it 
shares  the  Committee's  concerns 
about  health  claims  and  the  need 
for  stricter  controls.  Before 
finalising  its  view  on  the 
recommendations,  it  will  be 
consulting  interested  parties. 

The  Food  Advisoiy  Committee 
Report  on  its  Review  of  Food 
Labelling  and  Advertising  1990 
(HMSO  £11.25) 


pharmacy  at  the  town's 
Willowbrook  Health  Centre. 

Ian  Ledingham,  contracts 
officer  at  Northamptonshire 
Family  Health  Services  Authority, 
confirmed  that  two  applications 
had  been  received  for  the  same 
site.  The  original  application  from 
Bhavni  Bhavsar  of  Elan  Chemists , 
Kettering,  had  been  followed  by  a 
second  application  by  a 
consortium  of  local  pharmacists. 

This  is  the  second  application 
for  the  site  in  13  months.  A 
previous  one  was  turned  down. 

Corby  pharmacist  Peter 
Tomlinson  told  says  the  medical 
centre  in  question  is  in  parkland, 
the  nearest  house  being  700  yards 
away.  However,  if  a  920m  circle 
was  drawn  around  the  health 
centre,  it  would  cut  through  the 
middle  of  seven  pharmacies,  he 
claims. 

"Every  contractor  in  the  town 
is  represented  on  the  consortium 
including  Boots,  Asda  and  the  Co- 
op," says  Mr  Tomlinson.  As  55 
per  cent  of  the  total  registrations 
in  the  town  are  with  this  practice, 
Mr  Tomlinson  believes  the 
opening  of  a  new  pharmacy  would 
result  in  the  closure  of  at  least  two 
other  pharmacies. 

Pharmacist  Galen  Butlin,  who 
has  only  been  in  business  in  the 
town  for  two  years,  told  C&D  the 
opening  of  a  new  pharmacy  would 
have  a  marked  effect  on  his 
business.  "Two  thirds  of  my 
scripts  come  from  the  health 
centre,  so  I  think  it  would  close 
my  business,"  he  said. 

Miss  Bhavsar  refused  to 
comment  on  her  application. 
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Mirroring  the 


image 


I  ,1111  impressed  with  Numark's 
new  image  and  as  a  longstanding 
Numark  Chemist  I  will  be 
supporting  the  concept ,  hopefully 
in  the  near  future  making  a 
commitment  to  incorporate  the 
new  "look"  in  my  pharmacy. 
Pharmacists  are  specialist 
retailers  and  to  ensure  our 
success  in  today's  competitive 
market  we  need  to  identify 
ourselves  as  such  with  the  public. 

"Our  image  should  instil 
confidence,  identify  us 
as  an  outlet  which  is 

different  from  the  rest" 

Numark  have  got  very  close  to 
an  image  which  will  promote  our 
professionalism  yet  retain  a  high 
public  profile.  It  is  time  to  get 
away  from  the  grocer/ 
supermarket  look  which  we  have 
too  often  presented  in  an  attempt 
to  compete  in  areas  where  we 
should  not  be  doing  so.  Our  image 
should  identify  us  as  an  outlet 
which  is  different  from  the  rest 
and  present  us  as  professionals 
who  have  a  service  which  is  worth 
using.  And  we  need  to  sell  this 
concept  as  fully  as  possible. 

Corporate  identity  is  nothing 
new  to  pharmacy:  Boots 
mastered  it  years  ago  to  their 
considerable  benefit.  More 
recently  the  bigger  pharmacy 
chains  in  Northern  Ireland  have 
been  getting  involved.  Conors 
Chemists  are  succeeding  in 
presenting  a  "cost  cutting 
chemist"  image  as  they  assault 
the  drugstore  market,  unable  to 
get  NHS  contracts  for  many  of 
their  new  shops.  I  cannot  compete 
with  them  on  price  so  I  must 
emphasise  my  other  strengths. 
This  does  not  prove  easy  with  the 
restrictions  on  advertising 
professional  services  imposed  by 
the  Pharmaceutical  Society. 

More  recently  Baird  Chemists 
and  John  McKay  Chemists  have 
started  to  promote  their 
professional  image,  based  on  a 
"Community  Care"  concept. 
This  is  the  angle  all  independents 
need,  and  for  those  of  us  who  do 
not  have  the  financial  clout, 
Numark,  Vantage  etal  provide  us 
with  the  corporate  identity  to  get 
the  image  across. 

Notwithstanding  my  praise  of 
Numark's  efforts,  and  irre- 
spective of  the  letter  received 
earlier  this  year  from  Numark,  I 
am  still  concerned  that  AAH 
Pharmaceuticals  hold  the  fran- 
chise in  the  Province.  As  I  have 
stated  before  this  cannot  be  a 
healthy  thing. 

Written  by  a  Northern  Ireland 
community  pharmacist. 


OPICAL  REFLECTIONS 


Stealing  a 
march 

Dendron  have  stolen  a 
march  on  the  big  boys  in 
launching  the  first  OTC 
topical  formulation  of 
ibuprofen.  Many  patients 
prefer  a  "rubbing  cream" 
for  their  sprains  and  strains 
and  this  is  a  preparation 
behind  which  I  can 
enthusiastically  put  all  my 
professional  recomm- 
endation. To  ensure 
distribution  three  free  tubes 
have  already  arrived, 
along  with  a  tempting  bonus  offer  to  buy 
more.  All  in  all  an  excellent  marketing 
exercise:  an  innovative  product, 
Pharmacy  only  and  a  healthy  profit  margin 
to  properly  reflect  my  professional 
commitment.  Crookes,  meanwhile,  must 
be  feeling  a  little  sore.  I  realise  it  would  be 
difficult  to  claim  copyright  over  "no 
entry"  signs  and  ibuprofen  was  Crookes' 
baby,  but  to  beat  them  to  the  topical  post 
and  plagiarize  their  advertising! 

A  bowl  of  cornflakes 

In  its  latest  foray  into  the  nation's  health 
habits  the  Consumers  Association 
publication  Which?  Way  to  Health  has 
analysed  the  ingredients  of  royal  jelly  and 
decided  that  cornflakes  are  a  better  source 
of  vitamins  and  minerals  {C&D  April  13). 
This  is  probably  technically  correct,  but 
very  few  of  the  thousands  of  people  who 
take  royal  jelly  would  agree. 

When  asked  about  its  properties  I 
honestly  tell  the  customer  that  it  is  the 
food  with  which  the  queen  bee  is  fed,  and 
"hearsay"  evidence  strongly  supports  a 
restorative  function.  I  certainly  have  no 
more  conscience  in  selling  it  and  making  a 
profit  than  the  supermarket  has  in  selling 
caviare.  Both  are  expensive  luxuries  with 
no  perceived  additional  nutritional  benefit 
over  a  bowl  of  cornflakes  but  both  are 
requested  freely  by  the  customer  who 
believes  that  something  a  little  more 
exotic  is  that  little  more  special.  Which? 


would  probably  like  to 
reduce  us  all  to  the  level  of  a 
bowl  of  cornflakes,  but  life 
would  then  become  terribly 
dull! 

A  brave  new 
world? 

I  have  always  nailed  my  flag 
firmly  to  the  independent's 
mast  and  cannot  envisage 
how,  in  the  brave  new  world 
of  corporate  pharmacy,  the 
newly  graduated  aspiring 
proprietor  can  ever  hope  for 
anything  other  than  a  small 
pharmacy  in  a  secondary  position,  or  to  be 
a  management  pawn  in  a  multiple 
colossus,  eternally  responsible  to  a  higher 
authority  for  commercial  decisions  and 
never  able  to  exert  their  own 
independence. 

Last  week's  interview  in  the  C&D 
profiled  Allen  Lloyd,  but  begged  the  vital 
question  of  where  his  company's 
ambitions  lie.  If  Mr  Lloyd  believes,  as 
quoted,  that  "the  opportunities  are  still 
the  same  for  young  pharmacists  to  begin 
their  own  businesses  as  when  he  began 
some  18  years  ago",  then  he  must  be 
living  in  a  different  world  of  opportunity  to 
that  multitude  of  potential  pharmacists 
who  are  now  voting  with  their  feet  and 
choosing  other  graduate  courses. 

Lloyds  are  a  public  limited  company 
with  a  financial  responsibility  to  their 
shareholders.  They  can  never  be  satisfied 
with  their  own  status  quo  but  must  always 
be  seeking  fresh  opportunities  for 
expansion.  To  date  these  ambitions  have 
been  satisfied  by  acquisition,  but  with  a 
restrictive  contract  preventing  realistic 
competition  from  any  new  similarly 
inclined  entrepreneurs,  the  ever 
decreasing  pool  of  available  pharmacies 
seems  to  be  divided  between  the 
competing  existing  chains  and  franchise 
operations  of  the  wholesalers.  The  quoted 
companies  with  access  to  shareholder 
capital,  are  in  an  impregnable  position  to 
dominate  the  market  with  disastrous 
consequences  to  the  independent 
ambitions  of  young  pharmacists. 
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Oilatum  goes 
OTC 

A  bath  additive  based  on  Oilatum 
Emollient  is  being  introduced 
over-the-counter  in  London  and 
South  Eastern  areas  of  the 
country. 

Steifel  Laboratories  have 
appointed  Intercare  Products  to 
assume  the  marketing  and  sales 
responsibility  for  the  new  product 
-  Oilatum  Dermatological  Bath 
Formula  (125ml  £3.27). 

To  encourage  trial  purchases, 
a  20ml  introductory  size  will  be 
launched  simultaneously  and 
purchasers  will  be  offered  the 
chance  of  reclaiming  the  £0.50 
cost  when  purchasing  the  regular 
size. 


In  addition,  the  company  has 
produced  a  display  unit  with 
header  card  for  both  sizes.  The 
unit  holds  4  x  125ml  and  10  x  20ml 
bottles  with  an  integral  leaflet 
holder. 

Using  the  slogan  "Bath  away 
dry  skin",  both  the  regular  and 
special  trial  sizes  will  be  supported 
by  a  £450,000  advertising 
campaign.  This  will  concentrate 
on  the  women's  Press,  TV  Times 
and  London  Underground. 

Commenting  on  the  launch, 
David  Thrower,  managing 
director  for  Intercare  Products, 
"With  the  increase  in 
proi  i  as  associated  with  dry  skin 
aero  .5  all  age  groups,  there  has 
been  a  constantly  growing 
demand  foi  Oilatum  from  the 
consumer."  Intercare  products 
Ltd  Tel:  0734  790345. 


Nicorette  2mg  gum 
goes  OTC  at  last! 


The  2mg  formulation  of  Nicorette 
chewing  gum  has  been  reclassified 
as  a  Pharmacy  medicine  following 
an  application  by  UK  distributors, 
Lundbeck. 

The  4mg  strength  remains  a 
Prescription  Only  Medicine  and 
has  been  renamed  Nicorette  Plus 
(however  it  is  still  not  prescrible 
on  the  NHS). 

Nicorette  is  used  to  reduce  the 
craving  for  nicotine  in  those 
attempting  to  give  up  smoking. 
Ten  pieces  of  gums  should  be 
chewed  in  a  specific  way  each  day 
to  be  effective  and  patient 
counselling  is  important  (see 
C&D  April  27,  p720-721). 

The  gum  is  contra-indicated  in 
pregnancy  and  should  be  used 
with  care  in  those  with  gastritis  or 
peptic  ulcer  and  if  there  is  a  history 
of  angina  or  coronary  heart 
disease.  Side-effects  include  sore 
throat,  hiccough  and  sweating, 
and  are  more  likely  to  occur  if  the 


gum  is  not  used  properly. 

Lundbeck  will  be  supporting 
Nicorette  with  a  £2  million  national 
television  and  Press  advertising 
campaign  aimed  primarily  at 
smokers  but  also  at  non-smoking 
spouses,  friends  and  relatives  of 
smokers.  Pharmacists  and  their 
staff,  GPs  and  other  professionals 
will  also  be  targeted. 

The  sugar-free  gum,  which  is 
manufactured  by  Leo  of  Sweden, 
is  available  in  redesigned  packs  of 
105  pieces  (£12.11)  and  a  starter 
pack  of  30  pieces  (£4.59). 
Merchandising  material  will 
include  leaflets,  window  display, 
shelf  wobblers  and  training 
manuals. 

Educational  support  is  also 
planned  including  pharmacist 
workshops  on  smoking  cessation 
which  will  be  run  in  conjunction 
with  the  National  Pharmaceutical 
Association.  Distributors,  Faritton 
Ltd.  Tel:  04023  71136. 


Baby  Wet  Ones  are  being  supported 
with  a  value-added  promotion 
worth  £500,000.  From  May  6,  for 
six  weeks,  Baby  Wet  Ones  will 
come  with  a  free  refill  pack  in  the 
40  and  80  wipe  cannisters  and  the 
new  40  wipe  boxes.  The  free  pack 
will  be  presented  with  each 
purchase  in  a  promotional  box. 
Television  advertising  will  support 
the  brand  later  this  year.  Jeyes  Ltd. 
Tel:  0842  754567. 


Robinson  Healthcare  have  relaunched 
their  make-up  Wipeaways  in  new 
navy,  gold  and  white  packaging  to 
complement  their  Extra  Soft 
cotton  wool  products.  Make-up 
Wipeaways  are  packed  six 
dressing  table  tubs  per  case  and 
travel  packs  are  shrink  wrapped  12 
to  a  tray.  The  wipes  are 
fragrance-free  and  will  remove 
waterproof  make-up.  Robinson 
Healthcare.  Tel:  0246220022. 


New  lines 
from  Allergan 

Contact  lens  care  is  one  of  the 
three  fastest  growing  segments  of 
pharmacy  business,  according  to 
Nielsen.  Within  the  sector 
Oxysept  has  been  the  fastest 
growing  single  brand,  according  to 
Allergan. 

To  capitalise  on  this,  the 
company  is  introducing  a  number 
of  product  extensions  which 
Allergan  claims  are  "particular 
significance  to  the  pharmacy 
sector." 

A  new  handy  blister  pack  is 
being  introduced  containing 
sufficient  product  (LC65  lens 
cleaner,  Ultrazyme  protein 
remover  tablets  and  Oxysept  1 
and  2  solutions)  for  five  days.  The 
product  is  ideal  for  business  trips 
or  emergencies,  say  Allergan.  It  is 
priced  at  £6.99. 

Production  and  packaging 
economies  have  allowed  the 
company  to  introduce  new 
Oxysept  1  and  Oxysept  2  pack 
sizes  that  offer  a  saving  to  the 
patient  on  a  cost  per  daily  usage 
basis. 

The  new  pack  sizes  are: 
Oxysept  1  360ml  disinfection 
solution  (£4.40)  and  Oxysept  2 
35  x  15ml  unit  dose  vials  of 
rinsing,  neutralising  and  storage 
solution  (£6.99).  Distributors 
Intercare  Products.  Tel:  0734 
790345. 


Roche  gifts 

Roche  are  supporting  their 
Supradyn  for  children 
multivitamins  with  a  £100,000 
sales  promotion  campaign. 

On  purchase  of  either  two 
small  Supradyn  packs  or  one  large 
one,  consumers  will  receive  a  free 
pack  of  12  Crayola  colouring 
pencils  and  an  activity  fun  book 
"which  is  great  fun  yet  carries 
good  nutritional  advice".  The 
promotion  runs  until  the  end  of 
June. 

Roche  claim  theirs  is  the 
fastest  growing  brand  within  the 
children's  multivitamin  sector  — 
up  44  per  cent  volume  in  1990  on 
1989  (Nielsen).  Roche  Products 
Ltd.  Tel:  0707328128. 
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Watch  the  Birdie 
make  67%  profit  for  you. 


Install  Polaroid  Studio  Express  in  your  shop  and  it  won't 
just  be  the  photographic  results  that  amaze  you. 

Quick  and  easy  to  install,  it  offers  the  only  quality  alter- 
native to  photo  booth  snaps. 

And  as  you  know,  quality  service  makes  for  happy 
customers  and  happy  customers  like  to  spend  money. 

It  comes  with  a  free  set  up  kit,  marketing  guide  and 
signage.  Not  to  mention  a  photo  guarantee  scheme  offering 


O  4 


unhappy  customers,  (there's  always  one  who  blinks  at  the  wrong 
time)  the  chance  to  have  their  shots  taken  again  at  our  expense. 

To  find  out  more  fill  in  the  coupon  below  or  phone  07072 
78286  for  an  information  pack. 

Then  sit  back  and  watch  your  profits  develop. 

Polaroid  Studio  Express 

WHEN  IDENTITY  PICTURES  MATTER 


Polaroid 

Studio 
Express 

mm 
mm 


To  find  out  how  Polaroid  Studio  Express  can  boost  your  business,  return  this  coupon  to:  Customer  Service,  Polaroid  UK  Ltd.,  Ashley  Road,  St.  Albans,  Herts.  AL1  5PR 

Name  Position  Company  

Address  Tel  


COUNTERPOINTS 


Bonjela  gets  pastilles 


Reckitt  &  Colman  Products  are 
expanding  their  Bonjela  range 
with  the  introduction  of  a  new 
pastille  variant.  The  mint 
flavoured  pastilles  are  available  in 
packs  of  25  (£1.42). 

The  launch  of  Bonjela  pastilles 
will  be  supported  by  counter 


display  units,  a  distribution  drive 
to  independent  and  multiple 
pharmacies  and  a  national 
advertising  campaign  on  TV-am. 
This  will  involve  a  spend  of 
£250,000  with  coverage  running 
from  July  to  October,  say  Reckitt 
&  Colman.  Tel:  048226151. 


Weleda  have  a  new  Press 
advertising  campaign  for  their 
Calendolon  ointment  and  massage 
balm.  The  full  page  advertise- 
ments will  appear  in  the  parental 
Press  as  well  as  She,  Woman's 
Own  and  the  Sunday  nationals. 
Weleda  UK  Ltd.  Tel:  0602 
309319. 


Pharmax  are  supporting  Sudocrem 
with  two  new  display  items.  A 
Sudocrem  tub-shaped  showcard  is 
available  and  an  open/closed  sign 
for  the  pharmacy  door.  Both  the 
promotional  items  are  available 
from  local  Pharmax  sales 
representatives.  Pharmax.  Tel: 
0494  711228. 


Heinz  ring 
the  changes 

Heinz  are  making  it  easier  to  get 
into  their  baby  food  cans  by 
introducing  ring  pull  ends. 

According  to  Heinz  research, 
the  number  of  parents  buying 
baby  food  in  cans  is  increasing. 
They  now  account  for  37  per  cent 
of  the  baby  food  market.  Roger 
Hobbs,  Heinz  baby  foods  product 
manager,  says  the  ring  pull  cans 
lifted  sales  by  10  per  cent  in 
Australia.  The  company  claims 
the  new  cans  are  easier  to  open 
and  safer. 

In  addition,  Heinz  are  putting 
new  colourful  labels  on  all 
varieties,  though  retaining  the 
existing  colour  coding.  Heinz  Co 
Ltd.  Tel:  081-573  7757. 

More  Olvarit 

Cow  &  Gate  Olvarit  baby  meals, 
launched  in  Spring  1990,  have 
been  so  successful  that  the 
company  is  to  introduce  14  new 
desserts  and  breakfasts  in  June. 

The  new  varieties  are:  Stage  1 
apricot  and  apple,  apple,  banana 
and  orange,  and  banana  and 
blackcurrant  desserts;  straw- 


berry and  raspberry  fool;  banana 
and  apple  custard. 

Stage  2  pear,  pineapple  and 
orange,  Dutch  apple,  and  apple 
and  guava  desserts;  strawberry 
and  banana  fool;  pineapple  and 
banana  custard. 

.  New  stage  2  breakfast  mueslis 
are  apple  and  cherry,  apple, 
banana  and  orange,  banana, 
pineapple  and  apple,  and  mixed 
fruit. 

The  range  will  be  supported  by 
a  television  campaign  from  June  to 
October.  Cow  &  Gate  Ltd.  Tel: 
0225  768381. 


Phone  in  to 
Unichem 

Unichem  have  joined  with  Gillette 
to  offer  pharmacists  a  range  of 
free  desk  accessories,  including  a 
Betacom  telephone  and  a  desk  top 
data  bank  microdiary. 

If  pharmacists  buy  12  packs  of 
Gillette  shaving  products  they  will 
receive  a  free  Basildon  Bond  note 
book  and  address  book.  With  18 
packs  of  Gillette  products  they  will 
receive  a  desk  top  data  bank 
microdiary,  and  with  24  packs  a 
Betacom  telephone.  The  offer  is 
available  throughout  May. 
Unichem.  Tel:  081-391 2323. 


no  further 

/  for  the  relief  of  conjunctivitis 
/  due  to  hay  fever 

OTRIVINEANTISTIN 

xylometazoline  hydrochloride,  antazoline  sulphate 

Sterile  eye  drops 

A  Pharmacy  Sale  only  product 
Zyma  (UK)  Limited,  Alderley  Edge,  Cheshire  SK9  7XP  Telephone  061-474-1526 
Detailed  information  will  be  sent  on  request 
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BLONDES  CAN  NOW  HAVE  EVEN  MORE  FUN 


Now  your  sun-sensitive  customers  can  enjoy  every  type  of  sensitive  skin: 
the  sun.  Sun  E45,  the  first  in  the  new  generation  of  Type  1:  Always  burns,  never  tans  Should  block 

sun-protection  products,  has  arrived.  the  sun  with  Sun  E45  Cream  SPF  25* 

Our  patented   technology  holds   titanium  Type  2:  Burns  easily,  tans  eventually.  Should 

dioxide  particles  of  3  different  sizes  in  suspension.  use  Sun  E45  Lotion  SPF  15,  with  SPF  25  on  vulnerable 


That  enables  Sun  E45  to  pro- 
vide broad-spectrum  protection  and 
to  contain  only  one  sunscreen, 
Microfine  Titanium  Dioxide,  a  non- 
irritant  inorganic  mineral. 

While  chemical  sunscreens  can 
cause  irritation  (that  can  be  mistaken 
for  prickly  heat).  Sun  E45  is  allergy-screened  and 
dermatologically  tested. 

And  it  not  only  protects  against  "burning"  UVB 
but  also  offers  clinically  proven  protection  from 
"ageing"  UVA  rays,  those  that  can  cause  long-term 
damage.  Sun  E45  has  been  designed  for 


areas.  Once  a  tan  has  developed, 
can  switch  to  the  SPF  8  (both  the 
15  and  8  allow  a  gradual  tan) 

Type  3:  Sometimes  burns,  tans 
slowly.  As  type  2,  but  can  switch  to 
the  SPF  8  earlier. 

Type  4:  Occasionally  burns,  tans 
well.  Could  start  with  the  SPF  8,  using  the  25  on 
vulnerable  areas. 

Available  on  prescription*  this  truly  derma- 
tological  range  is  perfume-free  and  water-resistant. 
It's  an  excellent  recommendation.  And  a  must  for 
sun-sensitive  skin. 


SUN  E45 

DERM ATO LOGICAL  PROTECTION  FOR  SLI N - SE NSITI VE  SKIN 


*Sun  E45  SPF  15  and  25  are  indicated  for  photosensitivity  induced  by  photodermatosis  and  radiotherapy  (ACBS) 


COUNTERPOINTS 


Braun  launch 


Cussons  go  for 
Graphite  for  men 


D5  electric 
toothbrush 

Braun,  in  conjunction  with  sister 
company  Oral  B,  have  launched 
what  they  believe  to  be  a 
"competitive  new  system"  for 
electric  toothbrushes. 

The  Braun  Oral  B  Plaque 
Remover  (£56.99),  also  known  as 
the  D5,  features  a  round 
rotating/oscillating  brushhead, 
said  to  function  more  like  a 
dentist's  instrument,  cleaning 
each  tooth  individually.  It  rotates 
and  oscillates  back  and  forth  at  a 
70  degree  angle  some  2 ,800  times 
per  minute.  In  addition,  the  Oral  B 
brushhead  is  cup  shaped  with 
round-ended  bristles.  The 
compact  head  allows  access  to  all 
areas  of  the  mouth,  say  Braun. 


The  D5  also  features  a  two 
minute  brushing  time  indicator 
built  into  the  handle  to  encourage 
compliance,  and  a  dustprotected 
storage  container  for  up  to  four 
clip-on  heads.  The  brush  is 
cordless  and  comes  with  a 
separate  recharging  unit.  It  is 
estimated  to  give  45  minutes  of 
cordless  brushing  time  for  each 
full  charge. 

To  promote  the  new  brush, 
Braun  are  planning  television 
advertising  in  June  and  promotions 
in  larger  multiples.  Braun  (UK) 
Ltd.  Tel:  0932  785611. 


Deep  heat 

Morphy  Richards  have  launched  a 
lightweight  foot  massager  hot  on 
the  heels  of  their  recently 
launched  range  of  haircare 
appliances. 

The  footcare  system  is  said  to 
relieve  tired,  aching  feet.  It  can  be 
used  with  or  without  water  to 
massage  or  soak  the  feet.  A 
choice  of  heat  only,  massage  only, 
or  a  combination  of  both  can  be 
used  on  two  speed  and  heat 
levels. 

The  PC910  comes  in  grey, 
•  1  a  fitted  plug,  and  retails  at 
£27  i9  It  will  be  available  from 
June.  Morphy  Richards 
Consumers  Electronics  Ltd.  Tel: 
0709  5S5525. 


Cussons  have  introduced  a  new 
men's  toiletries  range  to  replace 
their  Cussons  for  Men  line. 
Cussons  Graphite  aims  to 
"extend  the  company's  presence 
in  the  fast-growing  male  toiletries 
market" ,  says  the  company,  with 
new  products,  a  new  fragrance 
and  updated  packaging. 

New  products  include  a 
shaving  gel  (£1.49)  and  foam 
(£0.99)  in  regular  and  sensitive 
skin  variants.  A  new  fragrance 
called  Tropic,  with  warm  spicy 
notes,  is  being  introduced  to  the 
aftershave,  shower  gel  and  body 
spray  lines.  The  original  fragrance 


has  been  re-named  Polar.  The 
aftershave  retails  at  £2.25, 
shower  gel  at  £1 .39,  body  spray  at 
£1.65,  talc  at  £1.25,  anti- 
perspirant  spray  at  £1 .19  and  stick 
at  £1.32. 

The  packaging  features 
contemporary  graphics,  giving 
masculine  image,  and  colourways 
differentiate  between  Polar  (blue) 
and  Tropic  (orange) . 

Outer  packaging  has  been 
changed  to  include  shrink 
wrapped  six  packs  across  the 
range,  designed  to  help  smaller 
retailers.  Cussons  UK  Ltd.  tel: 
061-7926111. 


moisturising  agent  which  occurs 
naturally  in  the  human  skin  in  small 
quantities.  It  can  retain  many 
times  its  own  weight  of  water,  and 
is  efficient  in  counteracting  skin 
dehydration,  say  Wilkinson 
Sword. 

Skin  Solutions  offers  the 
consumer  a  choice  of  products  to 
match  their  skin  type.  The 
preparations  include  a  shaving 
foam  (200ml £2.45)  and  gel  (150ml 
£2.95)  for  normal  skin,  and  a 
shaving  gel  (150ml  £2.95)  for 
sensitive  skin.  The  aftershave 
range  features  an  innovative 
aftershave  mousse  (150ml  £5.95) 
and  an  aftershave  lotion  for  normal 
skin  (100ml  £7.95)  and  an 
aftershave  soother  for  sensitive 
skin  (100ml  £5.95). 

Both  sensitive  skin  products 
are  fragrance  and  alcohol  free,  and 
have  been  dermatologically 
tested.  The  four  aerosols  are  CFC 
free,  and  none  of  the  products 
have  been  tested  on  animals,  say 
Wilkinson  Sword. 

Skin  Solutions  is  aimed  at  16  to 
45  year  old  male  consumers. 
Recognising  that  many  men  still 
regard  skincare  as  effeminate, 
Wilkinson  Sword  are  trading  on 
their  male  image  as  "the  name  on 
the  world's  finest  blades"  to 
promote  its  masculinity. 

The  new  range  is  being 
supported  at  launch  with  a 
£250,000  Press  advertising 
campaign  which  will  break  in  mid- 
May,  with  spreads  in  selected 
Sunday  newspaper  supplements 
and  national  consumer  magazines. 
Wilkinson  Sword  Ltd.  Tel:  0494 
33300. 

Radian  B  get 
sporty 

Radian  B  are  strengthening  their 
sporting  links  with  three  sporting 
promotions. 

Competitors  in  the  Milk  race 
(May  26-June  8)  will  receive  lOOg 
tubes  of  Radian  B  rub  along  with 
50ml  bottles  of  Mineral  Bath. 
Some  5,000  sachets  of  Mineral 
Bath  will  also  be  distributed  to 
riders  over  the  fortnight.  Trial 
sachets  were  also  given  to  every 
entrant  in  the  London  marathon. 

A  sports  warm-up  poster 
featuring  Will  Carling  will  also  be 
offered  free  to  sports  clubs  and 
sportsmen  and  women 
nationwide,  say  Fisons  Consumer 
Health.  Tel:  0509  611001. 


Gillette  Sensor  replacement 
cartridges  are  now  available  in 
packs  often.  The  new  size  packs 
will  be  price  promoted  throughout 
May  and  June.  Gillette  claim 
Sensor  razors  now  account  for  50 
per  cent  of  value  sales  for  system 
razors  and  the  cartridges  for  20 
per  cent  of  systems  blades. 
Gillette  UK  Ltd.  tel:  081-5601234. 


New  Skin  Solution 


A  new  range  of  male  toiletry 
products,  Skin  Solutions,  has  been 
launched  by  Wilkinson  Sword  into 
the  growing  male  skincare 
market. 


The  range  comprises  three 
shaving  preparations  and  three 
post-shave  products.  All  six 
contain  as  an  active  ingredient 
sodium      hyaluronate,  a 
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T  WOULD  APPEAR  THAT  PUBLIC  CONCERN 
VBOUT  UVA  INCREASED  BY  41%  LAST  YEAR. 


SALES 


UVISTA 


SWNNi  C  R E  H  W 


15 


1989 


1990 


Source:  Nielsen  July/August  1990 


UVISTAT  SUN  CARE 


More  and  more  people  are 
becoming  aware  of  the  long  term 
skin  ageing  and  damage  caused  by 
UVA  rays. 

Consequently,  they  are  turning 
to  sunscreens  that  offer  more  balanced 
protection. 

Uvlstat  has  already  established 


Itself  as  a  sunscreen  that  offers 
superior  UVB  and  UVA  protection. 

It  is  now  the  third  largest  brand 
in  pharmacies.'  having  grown  by  41% 
last  year  compared  with  a  market 
growth  of  15%. 

We  are  going  to  build  on  this 
success  with  the  introduction  of  our 


Factor  30  Ultrablock.  This  offers 
total  protection  from  UVA  as  well  as 
UVB  In  a  1:1  ratio. 

In  the  light  of  recent  events  we 
think  it  will  be  extremely  popular. 

Add  to  this  the  success  of  our 
Babysun  range  and  £3/*  million 
support,  and  the  outlook  for  next 


year  Is  brighter  than  ever. 

For  more  details  of  our  special 
bonus  offers  contact  your  Windsor 
Pharmaceuticals  territory  manager  or 
telephone  0344  484448. 

UVISTAT 

THE  GENTLE  ART  OF  SIN  CONTROL 


*  A 1 1  pharmacies  excluding  Boots 


^  WINDSOR  PHARMACEUTICALS  LTD 


The  power  of  Ibuprofen  -  one  of  today's  most  effective 
painkillers  -  is  now  available  for  the  first  time  without  prescription 
in  a  rapidly  absorbed,  penetrating  gel. 
Heavyweight  National  Press  campaign  starts  May. 


IBULEVE 

IBUPROFEN  GEL 

FOR  THE  RELIEF  OF  BACKACHE,  RHEUMATIC  AND 
MUSCULAR  PAIN,  SPRAINS  AND  STRAINS 

Apply  directly  to  the  point  of  pain 


FOR  THE  RELIEF  OF  BACKACHE,  RHEUMATIC  AND 
MUSCULAR  PAIN,  SPRAINS  AND  STRAINS. 


DISTRIBUTED  BY  DDD/DENDROX  LTD.  WATFORD.  HERTS.  WDl  7]] 


OUNTERPOINTS 


!)ALSANJ|    deep  action 


Deep  action 

Wella  are  getting  in  gear  for 
Summer  with  a  new  intensive 
conditioner  and  a  special  offer  on 
their  highlighting  kit. 

Wella  Balsam  Intensive  Deep 
Action  Hair  Masque  is  a 
conditioning  creme  said  to  restore 
softness  and  shine  to  dull,  dry 
hair.  Wella  recommend  it  is  used 
weekly,  and  left  on  for  3-10 
minutes  depending  on  hair 
condition  before  rinsing 
thoroughly. 

It  comes  in  a  150ml  tube 
(£1 .83)  and  for  the  launch  period  a 
30ml  trial  size  (£0.39)  will  be 
available.  A  point  of  sale  package 
has  been  produced  incorporating 
leaflets  with  a  30p  money-off 
voucher,  shelf  reservers  and 
display  trays  for  the  trial  packs. 
Support  includes  a  £900,000 
campaign  in  the  women's  Press. 

For  their  Hair  Streaking  kit 
Wella  are  offering  consumers 
£1 .05  off  during  May  while  stocks 
last.  Promotional  packs  (£2.99) 
will  feature  stickers  highlighting 
the  offer.  Wella  Great  Britain. 
Tel:  025620202. 


Mum  on  TV 

Bristol  Myers  are  promoting 
Mum  deodorant  with  a  new  £2 
million  television  campaign  due  to 
run  nationally  all  Summer. 

The  campaign  will  reach  18 
million  women  ten  times  over  the 
year,  says  the  company. 

The  commercial  will  feature 
both  the  new  semi-clear  Mum  roll- 
on  and  the  relaunched  Mum  solid. 
Bristol  Mvers.  Tel:  0895939911. 


S&N  relaunch  Lil-lets 
and  add  pantliners 


The  37  year-old  Lil-lets  tampon 
brand  has  been  brought  into  the 
1990s  with  a  new  look  and  is  to  be 
extended  to  include  pantliners 
next  month. 

Lil-lets,  brand  leader  in  the 
digital  tampon  sector  of  the  £163 
million  sanpro  market,  has  a  core 
of  loyal  users.  But  to  grow  the 
brand  S&N  say  they  have  to 
target  their  key  recruitment 
audience  —  girls  aged  ten  to  16 
years  —  more  effectively. 

The  new  packaging 
incorporates  modern  graphics, 
bright  absorbency  colour  codings 
and  a  "revitalised"  Lil-lets  blue, 
while  retaining  the  unitised  packs 
—  an  extremely  strong  branding 
device,  says  the  company. 

Their  pre-launch  consumer 
research  revealed  that  the  new 
packaging  had  strong  appeal 
among  young  girls  yet  did  not 
alienate  the  core  users.  S&N  feel 
the  core  brand  values  have  been 
retained  and  enhanced. 

Only  the  mini  10s  are  flashed 
"ideal  for  new  users",  so  that 
older  women  are  not  put  off  using 
the  lower  absorbency,  which 
should  be  encouraged,  say  S&N. 

The  decision  to  add  a  pantliner 
to  the  brand  was  made  because 
Pantliners  —  the  second  largest 
sector  in  the  towel  market  —  are 
increasingly  being  used  both 
during  a  period  and 
inter-menstrually. 

S&N's  research  has  shown 
that  32  per  cent  of  Lil-lets  users 
already  use  a  pantliner.  This 
makes  the  launch  of  Lil-lets 
pantliners  a  ' '  logical  step  " .  They 
stress  that  it  does  not  mean  that 
the  tampons  fail. 

The   Lil-lets  pantliner  is 


hourglass  shaped,  ultra  slim,  for 
maximum  in-use  discretion,  and 
folded  and  wrapped  for  portability. 
They  are  packaged  in  a  drawstring 
bag  (30  £1.49),  which  co- 
ordinates with  the  tampon  range. 

S&N  are  spending  £1  million  to 
support  this  activity,  with  a  Press 
campaign  in  teenage  magazines 
featuring  new  double-page 
advertisements  plus  coupons  for 
sampling,  from  mid-June. 

And  for  the  first  time  in  about 
six  years,  they  will  be  talking  to 
their  core  users  (18-30  year  olds), 
focusing  on  the  pantliner,  with 
single  page  advertisements  plus 
sampling  in  ten  women's 
magazines  including  Cosmo- 
politan, New  Woman,  Prima, 
Bella  and  Company. 

In-store  support  material, 
comprising  display  boxes,  show 
cards,  shelf-edgers,  and  a  mobile, 
is  available  from  the  sales  force. 
Cross  promotions  are  planned 
over  the  next  12  months,  say 
Smith  &  Nephew  Consumer 
Products  Ltd.  Tel:  021-327 4750. 


Stay  cool  with  more  Ice 


Mulhens  have  introduced  three 
more  products  to  their  Ice  range. 

The  Cool  body  gel  (75ml 
£4.03)  can  be  applied  to  neck  and 
shoulders  for  instant  freshness; 
the  Cool  roll-on  (£3.02)  can  also  be 
used  behind  knees  and  on  wrists 
for  a  cool  sensation;  and  the  Cool 
natural  spray  (£5.88)  gives  instant 
coolness  wherever  needed. 

In-store  support  includes  new 


display  units  which  hold  the 
complete  Ice  range.  Consumers 
can  send  away  for  "The  Frij" 
cooler  bag  at  half  the  retail  price 
with  one  proof  of  purchase.  The 
company  are  also  offering 
consumers  50p  off  their  next  Ice 
purchase:  leaflets  in  a  counter 
dispenser  give  details. 
Introductory  parcels  are  available. 
Alberto  Culver.  Tel:  025657222. 


Brithealth  are  relaunching  their 
Hymosa  range.  As  a  special  offer 
they  are  giving  a  5  per  cent 
discount  and  one  free  product  on 
purchase  of  one  of  the  following: 
Biocream  (new  name  for  Hymosa 
Balm)  shampoo  and  conditioner, 
aftersun  cream  or  anti-dandruff 
shampoo.  Brithealth.  Tel:  0707 
328118. 


Mavala  have  announced  an  increase 
to  £50,000  for  their  nailcare 
advertising  campaign  for  May. 
Full  colour  advertisements  will 
appear  in  six  May  issues  of  the 
women's  Press.  Point  of  sale 
material  produced  from  the 
advertisements  is  available  to 
support  the  campaign.  Mavala 
UK  Ltd.  Tel:  0732  459412. 


L'Oreal  make 
more  waves 

L'Oreal  are  adding  two  more 
products  to  their  Studio  Line 
styling  range  —  Moussing  Curls 
and  Hot  Twirling  Curls. 

Moussing  Curls  (£2.55)  is  a 
styling  mousse  designed  to  give 
maximum  body  and  volume, 
without  weighing  down  the  curl.  It 
is  said  to  have  a  light,  non-sticky 
formulation  containing  anionic 
polymers  to  give  hold  and  shape 
and  cationic  polymers  to  condition 
hair.  In  trials  L'Oreal  claim  96  per 
cent  of  respondents  were 
interested  in  trying  the  product. 

Hot  Twirling  Curls  (£2.99)  is 
aimed  at  the  50  per  cent  of  women 
who,  L'Oreal  say,  use  heated 
styling  appliances  to  create  curls. 
The  pump  action  styling  spray  can 
be  used  with  tongs,  rollers  and 
heated  flexible  stylers.  The 
product  is  said  to  protect  hair  from 
the  dulling  effects  of  heated 
stylers. 

The  launch  of  the  products  will 
be  supported  by  a  Studio  Line 
advertising  campaign  starting 
early  Autumn.  In  addition 
£300,000  will  be  spent  in  high 
circulation  women's  and  teenage 
magazine. 


Also  new  is  Energance  Curl 
Repair,  an  intensive  treatment  for 
permed  or  curly  hair  said  to 
restore  bounce  and  shine  without 
relaxing  curls. 

The  gel  treatment  contains 
cationic  ingredients  and 
amphoteric  polymers  and  is  oil- 
free,  say  L'Oreal.  It  takes  just  one 
minute  to  apply:  one  capsule  is 
place  in  a  cup  of  hot  water,  or 
under  the  tap,  for  30  seconds, 
than  massaged  into  the  hair.  The 
pack  contains  four  15ml 
applications  (£3.99).  L  'Oreal  UK. 
Tel:  071-9375454. 
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Harder  than 
nails 

FSC  say  they  have  the  answer  to 
stronger  nails  with  their  new 
About  Nails  pack.  It  contains  nail 
restoring  cream  and  30  capsules 
containing  vitamins  and  minerals 
said  to  promote  healthy  nails. 

The  cream  should  be 
massaged  into  the  nail,  say  FSC, 
paying  attention  to  the  base,  two 
or  three  times  daily.  One  capsule 
should  be  taken  daily,  preferably 
with  food.  The  About  Nails  pack 
retails  at  £3.99.  Health  &  Diet 
Food  Co.  Tel:  0483426666. 


Healthier  hair 

FSC  have  relaunched  their  Head 
High  haircare  range  with  new 
packaging  and  added  two  products 
—  shampoo  for  frequent  use  and 
shampoo  for  dandruff. 

Shampoo  for  frequent  use 
(250ml  £2.49)  contains  a  mix  of 
herbs,  plant  oils  and  vitamins  said 
to  cleanse  hair  without  stripping  it 
of  natural  oils.  Shampoo  for 
dandruff  (250ml  £2.49)  contains 
tea  tree  oil,  jojoba,  vitamin  E  and 
C  and  D-panthenol.  Health  &  Diet 
Food  Co  Ltd.  Tel:  0483  426666. 


Firm  up  with  L'Oreal 


L'Oreal  are  introducing  Plenitude 
firming  complex  (30ml,  £10.99), 
designed  for  daily  use. 

The  product  contains 
liposomes  which  deliver  the 
following  active  ingredients 
biopeptidic  complex,  which  is  said 
to  be  highly  nourishing  and  helps 
maintain  healthy  cellular  activity; 
moisturising  agents  including 
hyaluronic  acid  deriative;  and 
guanosine,  said  to  help  tone  and 
revitalise  the  epidermis.  Also 
present  in  the  formulation  is 
almondermine,  a  natural  protein 
complex  which  ensures  optimal 
hydration  of  the  outer  layers  of  the 
epidermis. 

Plenitude  firming  complex  can 
be  used  alone  or  with  moisturiser 
on  top.  A  light,  non-greasy  fluid,  it 
is  applied  by  means  of  a  pump- 


action  dispenser. 

The  product  is  being  sold  in 
this  month  and  will  be  supported 
by  a  £2  cash  back  offer.  L  'Oreal. 
Tel:  071-937  5454. 


Odoureating  offers 


Combe  International  have 
introduced  new  display  material 
and  a  special  offer  for  their 
Odoreaters  range. 

A  counter  or  shelf  display  will 
hold  nine  Ultra-Comfort,  six 
Super-Tuff,  nine  Trainer  Tamers 
and  six  units  of  Odoreaters  foot 


powder.  The  new  pre-packed 
floor  stand  comprises  18  Ultra- 
Comfort,  ten  Super-Tuff,  12 
Trainer  Tamers  and  12  foot 
powders. 

Each  unit  features  a  new 
consumer  promotion,  offering  a 
free  travel  alarm  clock  with  two 


free  travel  alarm  clock  with  two 
proofs  of  purchase. 

The  Odoreaters  range  is  being 
backed  by  a  £1  million  advertising 
campaign.  Press  adverts  will  run 
until  October  and  a  national  radio 
campaign  will  run  during  July  and 
August.  Combe  International  Ltd. 
Tel:  081-680  2711 


BRIEFS 


Dana  Perfumes  have  appointed 
Perfumery  Agencies  Ltd  to 
distribute  Dana  products  and 
agency  lines.  The  address  and 
telephone  numbers  remain 
unchanged.  Retailers  will  continue 
to  be  serviced  by  the  area  sales 
managers  previously  employed  by 
Dana  Perfumes.  The  managing 
director  of  Perfumery  Agencies 
Ltd  is  David  Northrop.  Dana 
Perfumes.  Tel:  081-646  0344. 
Alcon  Laboratories  have  introduced  a 
unit-dose  sterile  buffered  saline  in 
30  x  15ml  vials.  The  Salette  vials 
(£4.63)  are  presented  in  a 
dispenser  carton  for  easy  pati  ent 
use,  say  the  company.  In  addition, 
a  360ml  Salette  aerosol  (£2.71) 
has  also  been  introduced.  Alcon 
Laboratories  (UK)  Ltd.  Tel:  0923 
246133. 

Sensodyne  F  toothpaste  in  a  pump 
dispenser,  launched  in  the  UK 
earlier  this  year,  is  now  available 
throughout  Europe,  say  Stafford- 
Miller  Ltd.  Tel:  0707331001. 


if 


TAKE  KALMS 


More  and  more  people  are  turning 
to  Kalms  as  the  natural  way  to  ease 
the  stresses  and  strains  modern  life 
sometimes  brings. 

No  wonder  it's  the  fastest  selling 
alternative  to  benzodiazepines. 

And  by  popular  demand  it's  now 
also  available  in  a  200  pack. 


Kajms 

Kalms  Tablets 

Relieves  periods  of  worry 
irritability,  stresses  &  strains. 
Promotes  natural  sleep. 


100  Tablets 


This  year's  advertising  spend  will  be 
the  biggest  ever. 

So  expect  bigger  sales,  bigger 
turnover  and,  with  Kalm's  high  margins, 
bigger  profits. 

And  relax.  But  only  if  you've  got 
enough  stock  to  meet  the  demand. 

Leaders  in  natural  health  care 


COUNTERPOINTS 


Green  grows  the  tissue 
market 


The  tissue  market  is  worth  over 
£750  million  making  it  one  of  the 
largest  non-food  grocery  outlets, 
says  a  Fort  Sterling  market 
report. 

Volume  has  remained 
relatively  static  over  the  last  three 
years  with  value  increasing  in  line 
with  inflation. 

The  toilet  tissue  sector  grew 
by  7  per  cent  in  1990  to  £537m 
snowing  a  slight  slowing  from  the 
15  per  cent  growth  over  the  last 
five  years.  Volume  remained 
static  at  302,000  tonnes. 

The  sector  is  split  by  pack  size 
into  two,  four  or  six  rolls.  Two  roll 
packs  retain  popularity  in  the  small 
stores  and  independent  grocery 
outlets.  Four  roll  packs  show  a 
year  on  year  growth  of  14  per 
cent,  with  multi  roll  packs  static  at 
around 21  percent  (value  share). 

Sales  are  biased  towards 
branded  products,  which 
represent  nearly  60  per  cent  of 
the  market  value.  Andrex  still 
dominates  the  branded  market  but 
its  share  shows  a  drop  from  33.1 
per  cent  to  31.4  per  cent. 
Nouvelle  at  2.9  per  cent  remains 
the  leading  recycled  brand. 

White  is  still  the  most  popular 
colour  at  46.2  per  cent,  followed 
by  pink  22  per  cent  and  peach  15 
per  cent. 

Advertising  in  the  toilet  tissue 
market  increased  by  about  £2m  to 
£9. 5m  in  1990,  possibly  due  to  the 
growth  of  Green  commercials. 

Volume  within  the  paper 
towels  market  has  remained 
relatively  static  with  value  rising 
by  7.5  per  cent  to  £114m.  Fiesta 
and  Nouvelle  remain  the  two 
leading  brands  in  this  sector. 
Unlike  the  toilet  tissue  market 
there  is  very  little  above  the  line 
support  with  advertising 
expenditure  at  £1.9m. 

The  facial  tissue  market  stands 
at  £  154m  rsp,  of  which  90  per  cent 
is  retailed  through  grocery  outlets 
and  10  per  cent  through  chemists 
and  drugstores.  Market  value  has 
increased  year  on  year  by  11  per 
cent. 

Mansize  packs  (40.3  per  cent) 
and  family  size  (34.2  per  cent) 
continue  to  dominate  the  sector, 
followed  by  midi  9.1  per  cent, 
cosmetic  8.8  per  cent,  flow  pack 
4.1  per  cent  and  pocket  pack  3.5 
per  cent. 

The  most  dynamic  entry  onto 
the  market  in  recent  months  has 
been  the  midi  size  pack  which  now 
represents  21  per  cent  of  all  family 
pack  sales. 

The  British  consumer  is  more 
concerned  about  the  environment 
and  more  willing  to  pay  a  small 
premium  for  eco-friendly  products 
than  some  of  their  European 
counterparts.  Recycled  or  eco- 
friendlv  brands  on  the  market 


represent  15  per  cent  of  toilet 
tissues,  21.3  per  cent  of  paper 
towels  and  8  per  cent  of  facial 
tissue  sales. 

There  is  an  increasing  concern 
about  "post  consumer  waste"  — 
paper  products  which  have  been 
used  for  the  purpose  for  which 
they  were  originally  manufactured 
and,  if  not  recycled,  would  be 
landfilled  or  incinerated. 


Win  a  camera 
on  Enterosan 

Windsor  Pharmaceuticals  are 
supporting  Enterosan  with  a 
pharmacy  assistant's  competition 
during  May  and  June. 

Representatives  are 
distributing  leaflets  and  after 
answering  a  few  questions  about 
the  brand,  assistants  have  the 
chance  to  win  either  a  Kodak  S100 
EF  Compact  camera  or  a 
waterproof  Weekend  camera. 

The  competition  forms  part  of 
the  £250,000  spend  Windsor  are 
putting  behind  Enterosan  this 
year.  Other  activities  include 
advertising  and  POS  material  — 
window  showcards,  display  units 
and  till  wobblers.  Windsor 
Pharmaceuticals  Ltd.  Tel:  0344 
484448. 

What  a  gas 

Duracell  are  offering  £1  vouchers 
redeemable  on  BP  petrol  on  their 
MN1300,  1400,  1500  (four  pack), 
1604  (single)  and  2400  batteries. 

Each  pack  features  a  BP  flash 
announcing  the  offer  and  one 
token.  Customers  need  two 
tokens  for  a  £1  voucher, 
redeemable  at  BP  stations  until 
May  1992.  Promotional  packs  are 
available  to  the  trade  from  the  end 
of  May,  along  with  point  of  sale 
material.  Duracell  UK  Ltd.  Tel: 
0293  517527. 


Panacur  POS 


offer 


Pharmacists  stocking  the  pet 
wormer  Panacur  can  make  the 
most  of  their  display  with  a  free 
point-of-sale  dispenser  from 
Hoechst  Animal  Health.  The 
compact  perspex  container  is  now 
available  free  with  the  first  order 
of  Panacur.  Details  are  available 
from  Rob  Morris.  Hoechst  Animal 
Health.  Tel:  0908  665050. 


PRESCRIPTION  SPECIALITIES 


Napp  launch  MST  200mg 


The  MST  Continus  range  is  to  be 
extended  within  the  next  few 
weeks  with  the  launch  of  200mg 
tablets. 

MST  Continus  tablets  are 
indicated  for  the  prolonged  relief 
of  severe  and  intractable  pain. 
Such  pain  is  a  feature  of  70  per 
cent  of  cancer  deaths,  yet  many 
patients  experience  inadequate 
pain  control  because  of  under- 
dosage  of  drugs,  inadequate 
dosing  schedules  and  the 
hesitation  of  physicians  to  use 
strong  opioids,  say  Napp. 

Oral  morphine  is  the  strong 
opioid  of  choice.  The  dose  is 
titrated  using  solutions  and 
ordinary  tablets  (also  used  for 
controlling  breakthrough  pain)  and 
the  patient  is  then  maintained  on 
controlled  release  tablets. 

A  higher  strength  of  MST 
Continus  is  necessary  because 
although  the  average  daily  dose  is 


about  120mg,  some  23  per  cent  of 
patients  need  300-1, 800mg; 
doses  of  2,000mg  and  above  have 
been  documented.  Even  at  these 
high  doses,  when  titrated  against 
pain,  morphine  does  not  cause 
tolerance  or  respiratory 
depression,  say  Napp. 

Clinical  studies  have  confirmed 
that  MST  Continus  tablets  lOOmg 
and  200mg  have  equi-analgesic 
effects  over  a  12  hour  period  when 
given  at  the  same  daily  dose. 

Patient  on  high  doses  of 
morphine  can  therefore  be 
transferred  directly  to  the  200mg 
tablet,  halving  the  number  of 
tablets  the  patient  is  required  to 
swallow  without  compromising 
pain  control. 

MST  Continus  tablets  200mg 
are  available  as  teal-green  tablets 
in  blue  packs  of  60  (£114.20 
trade).  Napp  Laboratories  Ltd. 
Tel:  0223  424444. 


Minus  Tablets 

Controlled  Release  MorpWne  Sulphate 


,  ,f»p 


60  Tflblsts  


Nordiject 
from  Novo 

Novo  Nordisk  have  launched 
Nordiject,  a  second-generation 
pen  for  the  injection  of  their  human 
growth  hormone  Norditropin,  on 
to  the  Danish  market.  The  new 
Nordiject  will  be  introduced  into 
seven  other  countries,  including 
the  UK  and  Ireland,  later  this 
year. 

Nordiject  is  supplied  in  two 
versions  to  be  used  with 
Norditropin  12  and  24  units.  The 
latter  is  a  new,  high  concentration 
product  that  allows  large  doses  to 
be  administered  in  small  injection 
volumes. 

Recent  studies  suggest  the 
effect  of  growth  hormone  therapy 
increases  if  the  total  dose  is  given 
as  one  or  even  two  to  three  daily 
injections.  Until  recently  most 
regimens  prescribed  injections 
two  or  three  times  a  week. 

The  Nordiject  pen  system  has 
been  developed  to  make  it  more 
convenient  for  patients  to  cope 
with  the  increasing  number  of 
injections,  say  Novo  Nordisk 
Pharmaceuticals  Ltd.  Tel:  0293 
613555. 


BRIEFS 


Monoject  Monolet  Extra  blood  lancets 
(100  £3  trade)  are  now  available 
on  the  Drug  Tariff,  say  Sherwood 
Medical  Industries  Ltd.  Tel:  0293 
34501. 

AAH  Customers  are  being  offered  a  20 
per  cent  discount  on  Utovlan 
tablets  in  a  joint  promotion  with 
Syntex  running  until  June  30.  It 
features  both  Utovlan  5mg  100s 
and  1,000s,  and  includes  AAH 
customers'  usual  settlement 
discount.  AAH  Pharmaceuticals 
Ltd.  Tel:  0928  717070. 
Sigma  are  adding  to  their  generic 
portfolio.  Made  by  Generics  (UK) 
Ltd,  they  are  rifampicin  150mg, 
red/grey  capsules  marked  ' '  G/RN 
150",  and  rifampicin  300mg, 
red/pink  capsules  market  "G/RN 
300" ,  both  in  packs  of  100.  Initial 
offers  are  available.  Sigma 
Pharmaceuticals  Pic.  Tel:  0923 
50201. 

Goldcrest  are  launching  Rheuflex, 
250mg  and  500mg  naproxen 
tablets.  Both  are  yellow  tablets 
(500  are  oblong)  market 
"Rheuflex"  on  one  side  and 
"250"  or  "500"  on  the  reverse. 
Rheuflex  250  come  in  packs  of  100 
(£8.20)  and  500  in  56s  (£9.20, 
both  prices  trade).  Goldcrest 
Pharmaceuticals  (Europe)  Ltd. 
Tel:  081-684  3664. 
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OXY  Starting  the  1990's  with; 

•  Dynamic  new  packaging  for  a  clearer  range  identity. 

•  A  £2  million  National  Advertising  Spend  starting  from  May. 

•  A  range  that'll  knock  spots  off  anybody. 

For  further  details  contact  SmithKline  Beecham  Health  Care  Tel  081  975  4325 

SB 

SmithKline  Beecham 

Consumer  Brands 


NUMARK  CONVENTION 


Numark  outline  plans  to  deal  with 
'sea  changes'  facing  pharmacy 

The  challenges  and  solutions  to  the  "sea  changes"  affecting  pharmacy  retailing  were 

outlined  to  the  24®  delegates  by  Numark  chairman  Douglas  Low,  opening  their 
Caribbean  Convention  on  the  MS  Westerdam.  He  spelt  out  the  renewed  "vigour  and 
optimism"  within  Numark  and  ways  to  harness  the  strengths  of  community  pharmacy. 


The  first  pressure  point  for 
pharmacy  is  remuneration  where 
at  best  the  Government  is 
expecting  contractors  to  do  more 
for  the  same  income.  "At  worst  a 
lot  more,  with  remuneration 
increases  which  do  not  recognise 
the  full  cost  or  allow  sufficient 
profitability  for  further 
investment,"  said  Mr  Low. 

An  effective  voluntary  trading 
organisation,  such  as  Numark,  can 
do  much  to  ensure  that  pharmacy 
profitability  increases  -  the 
Numark  "retail  concept"  was  the 
key.  It  would  enable  the 
independent  to  meet  both  the 
challenge  from  within  —  as  more 
pharmacies  were  bought  by 
multiples  or  went  into  franchises 
-  or  from  without,  as  other 
retailers  targeted  traditional 
pharmacy  markets. 


Combining  the  professional  and 
the  business  approach  to 
pharmacy  is  the  best  way  to  deal 
with  the  various  threats  and 
opportunites  facing  pharmacy, 
according  to  Don  Ross,  chairman 
of  Numark 's  Retail  Advisory 
Board. 

"In  the  re-born  Numark,  the 
partnership  between  retailer  and 
wholesaler  allows  each  to 
contribute  to  produce  mutual  help 
and  solutions,"  he  said. 

The  professional  approach,  he 
said,  required  better  counselling 
together  with  facilities  to  do  it  in  a 
sophisticated  manner,  better 
servicing  of  residential  and 
nursing  homes,  more  co- 
operation with  GPs  and,  most 
importantly,  more  personal 
postgraduate  education  to  equip 
pharmacists  for  these  new  roles. 

In  contrast,  the  business  side 
required  the  pharmacist  to  adopt 
totally  the  latest  theories  and 
practices  of  salesmanship, 
merchandising,  advertising  and 
margin  control,  with  staff  training 
essential,  said  Mr  Ross.  "All  this 
in  premises  that  embody  a 
professional  and  high  class  look. 
However,  profits  earned  must  be 
sufficient  to  afford  such 
premises." 

Pharmacy's  greatest  but 
undersold  asset  was  instant 
and  ready  accessibility. 


One  of  the  sea  changes  was  in 
pharmaceutical  distribution  where 
self-distributors,  short-line 
operators,  direct  selling  by 
manufacturers,  and  parallel 
importing,  were  threatening  the 
system  supply.  "What  full-line 
wholesalers  need  is  a  recognition 
of  their  roles  as  suppliers  based  on 
the  cost  and  level  of  service 
achieved." 

Mr  Low  said  he  hoped  the 
current  Department  of  Health 
distribution  review  would  result  in 
a  differential  wholesale  margin 
which  "accurately  reflected  the 
costs  and  services  of  full-line 
wholesalers  as  opposed  to  the 
rest." 

But  Mr  Low  also  underlined 
the  need  to  harness  the  combined 
strengths  of  supplier,  wholesaler, 
and  retailer.  An  effective  VTO  can 


"Our  ability  to  tailor  our  product s 
and  margins  to  our  own  locality 
with  local  advertising  is  something 
the  multiples  cannot  do  so  easily, ' ' 
Mr  Ross  said. 

"The  working  party  on  the 
wider  roles  for  pharmacy  is  very 
important,  but  it  will  give  rise  to 
two  tiers  of  pharmacies. 
However,  it  is  a  huge 
opportunity...  giving  us  the 
incentive  to  expand  our  services 
and  to  use  the  initiative  to  make 
the  pharmacy  of  our  dreams  in 
terms  of  shop  appearance, 
merchandising  and  efficiency. 

Mr  Ross  said  that  only  by 
operating  efficiently  would 
pharmacists  check  the  various 
threats  facing  pharmacy  and 
perhaps  get  back  some  lost 
business.  Numark  is  clearly  aware 
of  these  challenges  and  accepts 
completely  that  without  a 
flourishing  independent  sector 
there  is  not  a  good  future  for  full- 
line  wholesalers." 

The  Numark  retailer  of  the 
future  would  have  all  the  back-up 
necessary  to  trade  successfully. 
The  launch  of  the  retail  concept 
was  the  first  practical  result  of  a 
continuing  programme  of 
improvement.  "The  Retail 
Advisory  Board  is  genuinely 
independent  and  its  advice  is  fully 
heeded  by  the  Numark  board." 

Committeed  Numark 


Douglas  Low 


create  resources  that  otherwise 
would  not  exist  and  it  can  give  a 
retail  identity  to  attract  new 
consumers  to  Numark 
pharmacies,  Mr  Low  said. 


Don  Ross 


members  should  impress  upon 
others  that  they  should  increase 
their  business  with  their  Numark 
wholesaler  so  that  he,  in  turn, 
could  commit  more  time  and 
money  to  the  necessary  back-up 
services.  "Those  who  still  think  a 
multitude  of  direct  buying  is  clever 
should  spend  a  weekend  studying 
prices,  the  added  cost  in 
paperwork  and  time,  and  the 
resulting  high  stock  levels." 

Despite  all  the  threats  of  a  free 
enterprise  system,  Mr  Ross  said 
pharmacists  can  look  forward  to  a 
"more  efficient,  a  more  state-of- 
the-art  retailing  system' ' ,  so  that 
pharmacy  could  face  the  21st 
century  with  confidence. 


1991  CONVENTION 


No  hidden 
agenda... 


Graeme  Millar 


The  Government  has  no  hidden 
agenda  to  "quite  drastically" 
reduce  the  number  of  pharmacies, 
says  Pharmaceutical  General 
Council  chairman  Graeme  Millar. 
"In  my  opinion,  and  in  the 
opinions  of  Scottish  Office 
negotiators,  those  scaremongers 
in  the  profession  who  say  there  is, 
should  be  treated  with  contempt 
for  eroding  the  confidence  base  of 
community  pharmacists." 
However,  he  hopes  that  next  year 
a  "new  money"  compensation 
scheme  will  be  introduced  along- 
side a  fee  for  rational  relocation  for 
Scottish  pharmacists. 

Mr  Millar  told  delegates  he 
believed  that  statements  about  a 
hidden  agenda  made  either  by 
members  of  the  Society  or  by  the 
negotiating  bodies,  were  at  best 
naive,  at  worst  irresponsible.  If 
numbers  of  pharmacies  were  ex- 
cessive because  of  Governmental 
delay  in  introducing  the  new 
contract,  then  means  should  be 
sought  other  than  straightforward 
attrition  by  either  Government  or 
negotiating  bodies. 

Mr  Millar  said  he  was  looking 
ahead  to  1992,  when  he  hoped  the 
payment  of  6  per  cent  on-cost 

Continued  on  p752 
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Win  a  butterfly 
weekend  away 
with  Inoven 


What  is  Operation  Butterfly? 


Win  a  chance  of  a  relaxing  weekend  for  two  at  the  Dormy  Hotel  in  Ferndown, 
Dorset,  on  the  fringes  of  tne  New  Forest.  And  while  you're  there,  take  a  few 
hours  out  to  visit  Worldwide  Butterflies,  one  of  Britain's  leading  butterfly 
centres. 

A  car  will  be  provided  to  take  you  to  the  centre,  and  you  will  be  escorted 
around  by  internationally  renowned  butterfly  author  Robert  Goodden.  He 
will  show  you  some  of  the  most  surprising  moths  and  butterflies  —  including 
one  w  ith  a  massive  ten  inch  wingspan  —  as  well  as  some  of  the  more  common 
British  species. 

To  help  you  get  an  insect's  eye 
view  we  will  give  you  a  Prisma 
10  x  50  pair  of  binoculars.  And  for 
50  runners  up,  a  sports-style  Inoven 
watch. 

During  your  weekend,  you  might 
also  decide  to  visit  Beaulieu  Abbey 
and  Motor  Museum,  or  any  of  the 
local  beauty  spots.  A  boat  trip  to 
Brownsea  Island,  in  the  middle  of 
Poole  harbour;  or  a  look  round  the 
historic  towns  of  Winchester  and 
Salisbury.  The  Dormy  has  one  of  the 
country's  finest  fitness  and  leisure 
clubs,  and  right  next  door  is  the 
Ferndown  Golf  Club. 


Operation  Butterfly  is  a  nationwide  campaign  conducted  by  Butterfly 
Conservation  in  conjunction  with  Inoven.  Butterfly  Conservation  is  the  only 
organisation  totally  dedicated  to  the  conservation  of  British  butterflies,  many 
of  which  are  in  decline.  Inoven  is  providing  consultancy  services,  print  and 
publicity  material,  including  car  stickers,  T  shirts,  posters  and  booklets. 

Inoven  is  also  funding  a  stand  at  the  Sunday  Times  Environment  Exhibition 
(July  6-11,  stand  number  212). 

The  link  with  Inoven  came  through  TV  advertising,  because  butterflies  are 
featured  on  Inoven's  advertisement.  The  objective  is  to  make  the  brand  better 
known  to  the  public,  by  linking  the  Inoven  name  with  different  aspects  of  the 
campaign. 

Just  months  after  the  product's  launch,  Inoven  is  stocked  by  more  than  89 
per  cent  of  pharmacies.  The  product  offers  a  33  per  cent  basic  profit  on  return, 
which  is  one  of  the  highest  of  any  major  analgesic,  and  its  pharmacy  only  status 
ensures  that  it  is  the  pharmacist  who  will  benefit  from  this  exceptional  return 
on  profitability. 

Operation  Butterfly  is  just  one  of  the  means  by  which  Janssen 
Pharmaceutical  is  promoting  Inoven  to  the  public. 

For  more  information,  contact  Janssen  Pharmaceutical  Ltd  at  Grove, 
Wantage,  Oxon,  OX12  0DQ  (Telephone  02357  72966)  or  talk  to  your  Janssen 
Pharmacy  Division  representative. 


How  to  enter 

Make  as  many  different  words  as  you  can  of  four  letters  or  more,  out  of  the 
following: 

"Inoven  Operation  Butterfly" 

No  proper  names  and  English  language  only  please! 

Write  your  answers  on  a  separate  sheet  of  paper  and  indicate  the  total 
number  of  words  obtained.  Attach  your  list  to  the  entry  form  containing 
your  name  and  address  and  return  both  to  Operation  Butterfly,  60/63 
Victoria  Road,  Surbiton,  Surrey  KT6  4NW  by  31st  May  1991. 


Name&  title 
Position 


Business  address 


Daytime  phone 


I  he  rules  II  The  competition  is  open  to  pharmacists  and  their  employees  in  the  UK.  Employees  of  Benn  Publications  Ltd  and  of  Janssen  Pharmaceutical  Ltd  are  not  permitted 
to  enter. 

2)  Only  one  entry  per  person  can  be  accepted.  This  must  be  received  at  Operation  Butterfly  by  May  31,  1991. 

3)  The  break  will  include  two  nights  (Friday  and  Saturday),  dinner,  bed  and  breakfast,  plus  Sunday  lunch,  and  will  be  based  on  two  people  sharing  a  room.  The  holiday  will  be 
booked  by  Janssen  on  behalf  of  the  winner.  No  cash  alternative  is  available. 

4)  No  responsibility  will  be  accepted  for  entries  lost  or  delayed  in  the  post.  Proof  of  posting  will  not  be  accepted  as  proof  of  delivery.  Damaged  or  defaced  entries  will  be  disqualified. 

5)  In  the  event  of  a  tie,  the  winner  will  be  the  first  entry  pulled  out  of  a  hat.  The  judges  decision  is  final. 

6)  The  holiday  is  subject  to  availability.  No  correspondence  will  be  entered  into. 

7)  The  winning  entry  will  be  the  entry  making  the  most  acceptable  words  out  of  "INO  VEN  OPERA  TION  BUTTERFL  Y".  Runners-up prizes  will  go  to  those  submitting  the  next 
50  best  entries. 

8)  Janssen  will  provide  a  car  to  travel  to  and  from  Worldwide  Butterflies.  Travel  to  the  hotel,  and  all  other  excursions,  will  be  the  responsibility  of  the  prize  winner.  
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would  have  been  replaced  by  a 
dispensing  fee  on  a  pro  rata  basis, 
for  the  new  money  compensation 
scheme.  '  'This  would  allow  us  to 
persuade  some  pharmacists  in 
areas  of  over-provision  of  service, 
to  sell  back  their  contracts  to  the 
NHS,  or  to  consider  a  relocation 
fee.  It  would  help  us  to  achieve 
rational  location  over  a  long  period 
of  time  which  would  be  managed 
by  the  profession  and  the  Health 
Boards  —  not  simply  by  direct 
financial  attrition." 

For  the  current  financial  year 
Mr  Millar  said  the  PGC  was  also 
considering  incorporating  the 
container  fee  within  the 
professional  fee.  In  future  years 
this  would  result  in  an  inflationary 
increase  without  the  need  for 
renegotiation.  The  PGC  was  also 
looking  to  pay  essential  small 
pharmacies  more  generously  than 
in  the  past.  Although  there  were 
more  of  them  in  Scotland  pro  rata 
than  in  England  and  Wales,  they 
had  not  been  over-subsidised. 
And  Mr  Millar  said  they  hoped  to 
apply  new  criteria  which  would 
allow  pharmacies  in  socially 
deprived  or  semi-rural  areas  to 
have  access  to  the  same  or  similar 
levels  of  subsidy. 

An  incentive  scheme  for 
continuing  education  funded  by 
new  money  was  another  item  on 
the  PGC  "hit  list.  "This  is  of 
paramount  importance  for  the 
further  development  of  the 
profession  and  may  go  hand  in 
hand  with  the  new  roles  expected 
of  us."  But  Mr  Millar  said  there 
was  no  such  thing  as  new  roles  for 
pharmacists. 

"There  can  be  no  subject  area 
suggested  by  the  working  party  in 
which  some  pharmacist 
somewhere  is  not  involved  at 
present.  The  Government  and 
other  members  of  the  group  only 
now  are  recognising  this. ' '  Minor 
fees  should  reflect  the  likelihood 
that  some  areas  may  be  expanded 
under  the  Government's 
philosophy  of  "working  for 
patients". 

If  the  PGC  was  successful  in 
removing  on-cost,  then  fees  for 


extended  periods  of  treatment 
should  be  enhanced  to 
compensate  the  pharmacy 
contractor  who  had  a  higher  than 
average  item  cost. 

Earlier  Mr  Millar  had  spelled 
out  the  PGC's  reasons  for 
wanting  to  move  away  from  a 
cost-plus  dispensing  system  to 
one  that  was  fee-led.  Pharmacists 
in  Scotland  would  not  be  paid  for 
their  service  in  any  way  that 
related  to  the  cost  of  drugs  for  the 


first  time  since  the  NHS  began. 

He  said  on-cost  was  a 
relatively  crude  way  of  paying  out 
the  total  sum  of  money  available 
for  dispensing.  "It  is  not  now  a 
protection  against  inflation 
because  we  now  have  a  fixed  sum 
of  money  to  be  paid  out  regardless 
of  volume  and  drug  cost  ie  the 
higher  the  on-cost,  the  lower  the 
fees  and  vice  versa." 

Mr  Millar  said  on-cost  was 
perceived  as  a  profit  on  the  cost  of 


drugs  by  many  groups  and, above 
all,  by  community  pharmacists. 
"It  is  not,  and  has  not  been  for  a 
few  years  since  the  total 
guaranteed  sum  system  was  first 
negotiated  in  Scotland  and  then 
adopted  eventually  in  Northern 
Ireland,  and  England  and  Wales." 

Until  it  was  removed, 
perceived  profit  would  hinder  joint 
activities  with  other  health 
professionals  in  the  health  care 
team,  Mr  Millar  said. 


Be  more  aggressive  and  control  stock 


Pharmacies  should  adopt  a  more 
aggressive  outlook  and  a  tighter 
control  of  their  stockholding  if 
they  are  to  achieve  bottom  line 
growth  and  grow  faster  than 
inflation  —  a  target  achieved  in  all 
sectors  over  the  last  year,  despite 
the  economic  downturn. 

From  1989-90  independent 
pharmacy  sales  had  grown  at  14.6 
per  cent  in  the  32  product  classes 
monitored  by  Nielsen,  group 
director  Dave  Griffin  told 
delegates,  compared  with  a 
grocer  growth  rate  of  20.5  per 
cent.  However,  in  the 
medicine/remedies  sectors 
independent  growth  rate  was 
ahead  of  grocers  because  of  the 
strength  of  "P"  products  and  a 
move  to  self- medication.  Pharma- 
cies also  performed  well  with  baby 
products,  where  aggressive 
pricing  and  acceptance  of  new 
products  had  provided  "remark- 
able growth  "  of  2 1 . 5  per  cent . 

Mr  Griffin  suggested 
pharmacies  should  be  stocking  the 
top  two  or  three  brands  within 
each  market  along  with  niche 


David  Griffin 

brands  that  would  provide  the 
consumer  with  a  specialist  source 
and  the  pharmacist  with  a  range  of 
high  profit  brands. 

Two  key  motivators  which 
directed  the  consumer  to 
pharmacies  were  "advice"  and 
"trust"  —  their  importance 
should  be  accentuated,  Mr  Griffin 
said.  However,  as  far  as  "money 
through  the  till"  was  concerned, 


Top  15  brands  in  independent  pharmacies 

Sterling  ranking  —  year  to  December  1990 


1)  Pampers 

2)  Seven  Seas  Vitamins 

3)  Benylin 

4)  SMA  baby  milks 

5)  Nurofen 

6)  Solpadeine 

7)  Calpol 

8)  Gaviscon 


9)  Durex 

10)  Cow  &  Gate  wet  baby  foods 

11)  Milupa  dry  baby  foods 

12)  Cow  &  Gate  baby  milks 

13)  E45 

14)  Triludan 

15)  Beechams  powders 


Top  15  markets  by  size 

Independent  Pharmacies 
1990 


Oral  analgesics 

56.7 

Baby  nappies 

39.5 

Vitamins 

33.8 

CCIR's 

28.4 

Sanitary  protection 

21.9 

Hair  setting  agents 

21.4 

Skincare 

18.4 

Indigestion  tablets 

17.3 

Baby  milks 

16.6 

Throat  remedies 

15.6 

Cold  treatments 

12.5 

Shampoo 

11.9 

Colorants 

11.9 

Deodorants 

11.0 

Oral  decongestants 

10.1 

Top  15  suppliers  to 
independent  pharmacies 

Sterling  shares  - 1990 


Growth 

Proctor  &  Gamble 

15.1 

44.8 

Crookes 

10.6 

22.8 

Beecham 

9.6 

9.8 

Reckitt  &  Colman 

7.3 

7.3 

Warner  Lambert 

6.1 

9.4 

Wellcome 

5.2 

8.5 

Sterling  Health 

5.2 

17.8 

Elida  Gibbs 

5.2 

1.5 

L'Oreal 

4.9 

29.7 

Cow  &  Gate 

4.6 

20.7 

Gillette 

3.2 

28.0 

Janssen 

2.9 

21.7 

Whitehall 

2.7 

12.4 

LRC 

2.6 

21.3 

Smith  &  Nephew 

2.6 

10.5 
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WYETH  $  REGULAR  TELEPHONE 
SERVICE  ENSURES  YOU  NEVER 
RUN  SHORT  OF  OUR  QUALITY 
GENERIC  PROPUCTS  


RING  US  ON 

(0628)  604377 
extn.  4519 
or  let  us  call  you  on  a 
regular  basis 

WYETH* 


GENERICS 


QUALITY  ASSURED 
SERVICE  ASSURED 

Wyerh  Laboratories,  Taplow,  Maidenhead,  Berks 

*  trade  mark 
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How  do  you  improve 
the  leading  family 
of  head  lice 


treatments? 


CARYLDERM 

■:^r_   LOTION 

■—>■—>  >  a        —  — .  .  .  Th*  torn*  trealntiril  U1 

PRIODERM  '-ursi"— 
LOTION 

**** 


p  ifcRanaflfon  01  -*ac  ice 


110  ml 
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Complete  the  range  with... 


PRIODERM®&  CARYLDERM® 
Lotions 

Recommend  first  line  in  accordance  with 
health  authority  rotational  policy. 

FULL  MARKS®  Lotion 

In  response  to  expert  demand  -  the  first 
pyrethroid  lotion. 

FULL  MARKS®  Shampoo 

A  simple,  pleasant  alternative  for  those  who 
cannot  tolerate  alcohol  based  lotions. 


LOTION 


Continuing  commitment  to  pharmacy  support 
and  consumer  education  with  sales  force 
back-up,  videos  and  information  leaflets. 

*FULL  MARKS  Lotion  contains  phenothnn  0.2%  w/v  in  an  aqueous-alcohol  base 

(NAPP)  Consumer  Products  Division,  Napp  Laboratories  Limited. 

^  '  Cambridge  Science  Park,  Milton  Road,  Cambridge  CB4  4GW 

Member  of  Napp  Pharmaceutical  Group 

®  NAPP,  FULL  MARKS.  PRIODERM  AND  CARYLDERM  are 

Registered  Trade  Marks  ©Napp  Laboratories  Limited,  1991 


40  YEARS  EXPERIENCE 

in  head  lice  treatment 


Dispensed  free  to 
every  UniChem  chemist. 

As  well  as  our  exciting  new  monthly  offers,  don't  forget  we  can 
also  supply  a  long  list  of  sundries,  surgical  products  and  electrical 
goods  at  discount  prices. 

There's  also  a  very  healthy  profit  to  be  made  from  our  wide 
range  of  own  brand  products.  Not  to  mention  the  many  products 
from  our  Simple  Solutions  catalogue,  for  the  special  needs  of  your 
elderly  and  disabled  customers. 

And  remember,  we're  also  sole  UK  distributors  for  EverReady, 
Pharmaton,  Freshtex  and  One  Touch. 

Not  only  do  we  get  all  these  goods  to  you  in  record  time  via 
our  nationwide  delivery  network,  we  also  help  you  sell  them. 

Whenever  we  run  a  national  consumer  promotion,  for  example, 
you  enjoy  the  spin-off.  Whilst  our  teams  of  trained  merchandisers, 
shopfitting  experts  and  pharmacy  marketing  specialists  are  all  on 
hand  to  show  you  how  to  pull  in  even  more  customers. 

And  when  business  gets  so  good  you  want  to  expand, 
or  move  to  new  premises,  we  can  even  help  finance  the  deal. 

With  regular  tonics  like  these,  being  an  independent  is 
anything  but  a  pain. 

UniChem 

3B*  # 


HELPING  YOU  BUILD  YOUR  BUSINESS  », 
THROUGHOUT  THE  YEAR. 


COLGATE:  ALL  BRUSHED  UP  TO 
THE  TUNE  OF  £12*5  MILLION. 


COLGATE  IS  THE  WORLD'S  BEST  SELLING  TOOTHBRUSH  BRAND- 
A  NATURAL  PARTNER  TO  THE  WORLD'S  No.l  TOOTHPASTE. 

This  clinically  proven  brush  with  its  unique  diamond  shaped  head  is  specially 
designed  for  easy  access  to  those  hard  to  reach  back  teeth. 

The  range  is  carefully  planned  to  ease  your  customer's  decision  by 
providing  each  member  of  the  family  with  a  clear,  simple  choice. 

Part  of  Colgate's  £12.5  million  commitment  to  the  total  Oral  Care  market, 
Colgate  toothbrushes  are  supported  by  a  £2  million  advertising  and  promotional 
budget,  which  includes  TV. 

So  those  with  a  good  head  for  business  will  quickly  see  the  value  of  stocking 
and  giving  prominent  display  to  the  entire  Colgate  range. 


Continued  from  p752 
oral  analgesics  were  by  far  the 
most  important  OTC  market  for 
independent  pharmacy  at  £58m. 
"It  is  the  stronger  products  in  the 
adult  sector  that  continue  to  lead 
the  field  in  sales  share  and 
advertising  spend,  with  "P" 
products  in  general  giving 
advantage  to  pharmacies. 

"Nappies  at  £40m  are  second 
on  the  list  with  innovative 
marketing  ploys  continuing  to 
provide  new  launches.  Vitamins, 
too,  had  achieved  a  much  higher 
profile  in  the  media  and  in 
advertising   with  children's 


multivitamins  to  the  fore.  Said  Mr 
Griffin:  Vitamins  need  to  be 
closely  monitored  so  that,  as  a 
"lifestyle"  market,  changes  in 
buying  patterns  can  be 
maximised. 

Recent  research  had  shown 
that  advice  given  in  pharmacies 
was  satisfactory  and  that  the  four 
areas  where  advice  was  most 
wanted  were  on  minor  ailments, 
alternative  medicines,  vitamins 
and  diet  and  nutrition.  However 
the  research  had  shown  that 
magazines  were  more  informative 
than  pharmacies  on  diet  and 
nutrition. 


The  three  "D"s  of  selling 


The  key  to  selling  product  into  and 
out  of  pharmacies  is  the  3  "D"s 
approach  —  distribution,  display, 
and  detail  —  not  the  direct  stock- 
dumping  policies  of  previous 
years.  This  was  the  message  of 
Reckitt  &  Colman's  divisional 
national  account  controller  Steve 
Prescott. 

To  achieve  distribution  of 
existing  and  newly  launched 
brands  a  salesforce  capable  of 
covering  6-8,000  calls  every  eight 
weeks  was  needed  backed  by  a 


Revamped 
own-label 
range  soon 

Numark  are  shortly  to  launch  a 
revamped  and  advertised  own 
label  range,  and  a  merchandising 
guide  for  each  market  sector,  as 
part  of  their  recently  announced 
"retail  concept"  programme. 
Also  a  modular  distance  learning 
couse  for  assistants  and  a  Numark 


7>/tv  Norris 


EPoS  system,  are  being  planned. 
Managing  director  Terry  Norris 
told  delegates  that  the  objectives 
of  the  "Pharmacy  is  healthcare 
retailing' '  were  to: 

□  Increase  traffic  flow 

□  Increase  the  average 
transaction  value 

□  Put  Numark  pharmacies  on  the 
regular  shopping  list 

□  Make  a  clear  statement  of  the 
professional  skills  and  services 
available 

□  Increase  total  sales  and  profits 
The  new  Numark  brands  will 

incorporate  the  logo,  style,  and 
colour  coding  of  their  latest 
pharmacy  design  (C&D  March 
30,  p521),  and  will  be  phased  in  as 
old  packs  sell  out.  Mr  Norris  says 
Numark  will  ensure  a  wider  range 
and  better  service  levels  on  the 
new  brand. 

Numark  brands  wil  have  their 
own  promotional  support  this 
Summer,  with  new  products  and 
the  baby  range  receiving  special 
backing.  Trevor  Davies  will  join 
Numark  on  June  1  as  marketing 
manager,  Mr  Norris  says.  And  an 
own-brand  newsletter  is  planned 
for  June/July  launch. 

The  "A-Z"  merchandising 
manual,  available  shortly,  will  be 


of  real  commercial  value  to 
members,  says  Terry  Norris. 
"Additional  guides  to  cover  all 
product  groups,  together  with 
amendments,  will  be  issued  as 
changes  take  place  in  the 
market." 

Discussions  are  taking  place 
with  the  Open  College  to  establish 
if  a  Numark  modular  distance 
learning  programme  for  assistants 
is  feasible.  "It  will  not  clash  with 
the  NPA  programmes  and  will 
concentrate  on  sales  and 
marketing,  possibly  leading  to  a 
recognised  retail  training 
qualification,  Mr  Norris  says. 

Mr  Norris  emphasised  the 
ability  of  Numark  members  to 
address  their  local  audience 
through  point  of  sale  and  Press 
campaigns  stressing  "added  value 
benefits".  However,  only  if 
sufficient  members  featured 
products  to  coincide  with 
campaign  launches  would  supplier 
support  be  forthcoming. 

Other  targets  included 
improvements  to  "Profitline" 
promotions  and  member 
communications.  And  Mr  Norris 
said  negotiations  were  underway 
to  provide  finance  packages  below 
the  present  lower  limit  of  £15,000. 


telesales  operation.  Reckitts  now 
achieve  this  through  a  transfer 
order  force. 

Mr  Prescott  said  pharmacy 
still  lagged  behind  the  grocer  in 
effective  display,  and  in  matching 
space  allocated  to  expected  off- 
take and  sector  size,  not  least 
because  manufacturers  have 
overstocked  the  pharmacist  and 
provided  poor  counter  units  and 
shelf  displays.  ' '  Better  use  of  pre- 
packed merchandisers  and 
window  units  is  now  a  priority  for 
Reckitt." 

Pharmacists  and  then- 
assistants  had  the  advantage  over 
other  sectors  in  being  able  to  give 
customers  advice.  "We  know 
how  vitally  important  tin- 
customer  perceives  that  advice, 
and  the  likelihood  that  it  will  bring 
them  back  to  purchase  in  the 
future." 

Mr  Prescott  said 
manufacturers  and  wholesalers 
had  abandoned  the  arms-length 
approach  and  were  now  co- 
operating with  each  other. 
Manufacturers  and  wholesalers 
now  agreed  targets  for  particular 
campaigns  in  a  year  -  Re- 
distribution levels,  and 
promotional  support  at  wholesaler 
and  national  level. 

Direct  product  profitability 
(DPP)  was  another  area  where 
manufacturers  and  wholesalers 
were  co-operating  to  ensure  that 
only  the  most  profitable  products 
took  up  valuable  shelf  space. 

The  concept  developed  by 
Numark  was  a  dynamic  effort  to 
help  pharmacies  move  ahead,  said 
Mr  Prescott.  "It  addresses  the 
key  issues  of  counter  layouts, 
space  management,  and  guaran- 
teed display  and  sitings.  The  task 
is  to  market  total  pharmacy  and 
not  just  particular  products. 


Recommend  the  Painless 
Treatment  for  Verrucas.  Veracur  Gel 

IDEAL  FOR  CHILDREN.  SAFE  FOR  DIABETICS. 

Swimming  and  other  summer 
activities  help  Verrucas 
spread.  Treatment  with 
Veracur  Gel  is  convenient  and 
painless  —  no  cutting,  no 
burning  -  ideal  for  children  and  diabetics.  Stock  up  on  the 
seasonal  bonus  terms  now. 

CONTACT  YOUR  De  WITT  REPRESENTATIVE  FOR  DETAILS 
OR  TELEPHONE  OUR  SALES  OFFICE  ON  081-441-9310 


Contains  formaldehyde  solution  BP  equivalent  to  0  75%  W/W  formaldehyde  on 
ater  miscible  gel  base  Available  in  15g  lubes 


veracur  gel 

Helps  put  down  what  feet  pick  upl 

Sole  UK  Distributor  -  ECDe  Witt  &  Company  Limited 
62/64  East  Barnet  Road.  New  Barnet,  Herts  EN 4  SRQ 


LOOK 
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HAIRCARE 


The  haircare  market  has  grown  dramatically 
over  the  past  five  years.  According  to 
Euromonitor,  retail  sales  of  the  sector 
amounted  to  £645  million  in  1990,  compared 
to  just  £396  million  in  1985  (at  current 
prices).  Average  growth  per  year  has  been 
10  per  cent. 

According  to  AGB  statistics  the 
shampoo  market  grew  by  9  per  cent  in  the 
year  to  1990  (sterling  sales),  the 
conditioner  sector  fell  by  8  per  cent  and  the 
styling  sector  increased  by  15  per  cent.  The 
total  market  grew  by  only  6.3  per  cent. 
From  these  three  statistics  the  market 
trends  prevalent  over  the  past  year  are 
clear. 

Shampoo  growth  has  been  fuelled  by  the 
still  popular  two-in-one  shampoo/ 
conditioners.  And  despite  a  host  of  new 
rival  brands,  Vidal  Sassoon's  Wash  &  Go  is 
still  the  name  on  the  nation's  lips.  The 
brand  now  has  a  15.3  per  cent  share  of 
shampoo  sector.  But  can  it  keep  on 
growing? 

At  American  company  Helene  Curtis, 
which  launched  into  the  UK  market  two 
years  ago,  they  believe  the  two-in-one 
sector  is  reaching  its  peak  and  will  start  to 
plateau  soon.  It  is  a  sector,  like  any  other, 
they  say,  and  its  convenience  image  can 
only  appeal  to  a  finite  number  of  consumers. 
And  the  fact  that  Wash  &  Go's  competitors 
have  stolen  from  their  market  rather  than 
adding  to  it  would  seem  to  support  this 
argument. 

The  booming  two-in-one  sector  has 
inevitably  taken  its  toll  on  conditioner  sales, 
and  established  brands  are  having  to 
compete  even  harder.  It's  not  all  bad  news 
though.  Sales  of  intensive  conditioning 
treatments  are  growing.  It  seems  that 
users  of  two-in-one  products  feel  the  need 
for  a  conditioning  "boost"  every  week  or 
so  and  are  opting  for  more  intensive 
products. 


Styling  is  a  relatively  young  market  and  is 
still  being  bombarded  with  new  generic 
products.  The  most  popular  in  the  new 
wave  of  styling  aids  have  been  gels  and 
fixing  spritzes. 

According  to  Wella:  "The  total  haircare 
market  is  fairly  static  (the  only  growth  is  in 
shampoo  and  styling)  because  penetration 
levels  are  high.  Introductions  of  most  new 
products  are  only  fragmenting  sectors,  not 
growing  them."  Opportunities  for  growth, 
they  believe,  lie  with  male  specific  and  older 
age  brands. 

A  sector  that  is  starting  to  grow  rapidly, 


and  perhaps  in  answer  to  the  two-in-one 
movement,  is  that  of  regime  hair-care  —  a 
product  for  every  hair  type  or  problem. 
Pharmacists  (and  their  shelves),  however, 
will  no  doubt  groan  when  confronted  with  a 
range  of  four  or  five  shampoos  and 
conditioners  for  each  brand! 

The  "green"  movement  seems  to  have 
lost  some  of  its  momentum  and  natural 
haircare  products  have  not  been  having 
such  a  good  year.  It  seems  that  consumers 
now  expect  manufacturers  to  produce 
biodegradeable  products  in  ecologically- 
friendly  packaging  and  are  not  interested  in 
brands  that  flaunt  this  as  their  USP.  As 
senior  product  manager  for  Smithkline 
Beecham's  Silvikrin,  Vicki  Lloyd,  points 
out:  "The  consumer  is  buying  a  product  for 
a  specific  purpose.  They're  not  buying  an 
ozone-friendly  can  or  natural  ingredients. 
Performance  comes  first.  You  have  to  bear 
that  in  mind." 


The  male  sector  of  the  haircare  market  is 
continuing  to  grow  steadily,  particularly  the 
styling  sector.  According  to  Euromonitor, 
sales  of  male  grooming  aids  rose  by  about 
60  per  cent  in  1989  and  is  now  worth  some 
£15m.  Men  now  account  for  20  per  cent  of 
all  hairspray  and  mousse  usage  and  60  per 
cent  of  gel  usage.  This  has  resulted  in  a 
trend  to  more  styling  products  with  unisex 
appeal  and  an  increased  number  of  male- 
specific  shampoos  and  conditioners. 

Although  the  general  state  of  the 
haircare  market  is  healthy,  pharmacies  are 
losing  out  to  the  grocers  and  drugstores  at 
an  alarming  rate,  particularly  in  the 
shampoo  and  conditioner  sector.  According 
to  Nielsen,  distribution  of  shampoos  during 
the  year  1989-90  was  split  86.4  per  cent 
from  grocers  and  13.6  per  cent  from 
pharmacies  (excluding  drug  stores). 
Grocers  claimed  78.5  per  cent  of 
conditioner  sales  and  72  per  cent  of  styling 
products.  Pharmacies  still  perform  well 
with  colorants  and  home  perms,  but  serious 
measures  need  to  be  taken  if  they  are  to 
remain  a  consideration  in  the  main  sectors 
of  the  haircare  market. 

According  to  Mrs  Lloyd  at  SKB,  the 
advantage  pharmacists  have  over  grocers  is 
personal  service,  which  they  should  exploit 
in  areas  such  as  styling,  colorants  and  home 
perms.  Both  she  and  Alf  Hanley,  product 
manager  of  V05  at  Alberto  Culver,  stress 
the  importance  of  being  aware  of  what 
products  are  being  advertised,  particularly 
on  television,  and  keeping  adequate  stocks 
of  those  brands. 


The  days  when  haircare  meant 
washing  your  hair  once  a  week  and 
applying  a  blob  of  conditioner  when 
you  had  the  time  or  inclination  are 
long  gone.  Today  there  are  so  many 
labour  saving,  high  performance 
products  on  the  market  you  may  well 
be  spending  more  time  in  the 
bathroom  than  ever! 
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SHAMPOOS  &  CONDITIONERS 


Shampoo  and  conditioner  are  still 
the  primary  haircare  tools  found  in 

everyone's  bathroom  cabinet. 
Nielsen  figures  reveal  they  claim  45 
per  cent  of  the  total  haircare  market 
sales.  But  because  of  the  size  of  the 
market,  new  products  need  to  offer 
something  special  to  claim  more 

than  a  minimal  share  of  sales 

The  market  is  becoming  increasingly 
sophisticated  and  consumers  are  being 
encouraged  to  buy  brands  which  meet  their 
particular  needs.  As  a  result  combined 
shampoo/conditioner  products  and  custom 
ranges  are  performing  well,  to  the 
detriment  of  established  "family"  brands. 
Gone  are  the  days  when  one  bottle  would 
suit  every  member  of  the  family  —  now 
there  is  one  developed  for  each  of  them! 

One  result  of  two-in-one"  products  is 
price  increases.  Procter  &  Gamble's  Wash 
&  Go  came  in  at  a  premium  price  and  others 
followed.  It  seems  that,  despite  a 
recession,  people  will  pay  for  what  they 
perceive  to  be  "quality"  products. 

Helene  Curtis  see  the  way  forward  as 
regime  haircare.  They  launched  Salon 
Selectives,  the  number  one  brand  in  the 
US,  in  the  UK  earlier  this  year  (C&D, 
January  26,  pi  14).  It  comprises  four 
shampoo  levels  and  four  conditioners.  They 
are  relaunching  their  Finesse  range  on  June 
1  in  bolder  packaging. 

Procter  &  Gamble  have  just  relaunched 
their  regime  range,  with  the  emphasis  on 
"a  product  for  every  hair  type" . 

Eco-relaunch 

This  month  Alberto-Culver  are  relaunching 
their  Pure  and  Clear  ecologically  friendly 
range.  Sizes  and  prices  have  been  reduced 
to  encourage  greater  trial.  The  shampoo 
will  now  come  in  250ml  (£1 .49)  and  foam 
action  conditioner  200m!  (£1.49).  New  copy 
on-pack  and  a  television  campaign  will 
emphasise  the  benefits,  rather  than  its 
"green"  credentials.  Alberto  will  also  be 
relaunching  their  Balsam  range,  with  an 
improved  formulation. 

To  increase  their  hold  on  the  leave-in 
conditioner  market,  Alberto  Culver  are 
adding  a  thickening  lotion  and  a  detangling 
spray  to  their  Alberto  Balsam  range.  The 
thickening  lotion  (200ml  £2.09)  is  protein 
enriched  and  said  to  add  volume  to  fine  hair. 
The  detangling  spray  (200ml  £1 .99)  is  also 
protein  enriched  and  said  to  improve 
'  'combability  "  of  all  hair  types. 

Smithkline  Beecham  are  promoting  their 
family  brand,  Vosene,  offering  a  free  tube  of 
Aquafresh  toothpaste  with  150ml  and  3()Oml 
packs  until  the  end  of  June.  They  are  also 
offering  50ml  extra  fill  on  200ml  bottles  of 
Bristows  shampoo. 

Smith  &  Nephew  are  supporting  their 
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Set  for  action 


SKB  promote  family  brand  Vosene 


Nivea  haircare  range  with  a  national 
sampling  campaign  and  promotion. 

Colgate-Palmolive  are  promoting  their 
range  of  family  brands  with  a  £lm  spend. 

Revlon  launched  a  two-in-one  range, 
Activ  Balance,  earlier  this  year  (C&D, 
February  2,  pi 55)  and  are  supporting  it 
with  a  £2.5m  television  campaign. 

AAH  Pharmaceuticals  have  just  added  a 
two-in-one  product  to  their  own-label  range 
—  a  first  for  a  pharmaceutical  wholesaler, 
they  say  (C&D,  April  13,  p589). 

A  new  dimension 

Elida  Gibbs  claim  their  two-in-one  product 
Dimension  has  a  12  per  cent  share  of  this 
sector,  and  has  gained  increased  male 
usage  (37  per  cent). 

According  to  Elida,  81  per  cent  of  men 
shampoo  their  hair  more  than  twice  a  week. 
They  also  say  that  women  are  no  longer  the 
main  influencers  of  purchase  in  this  sector, 
with  92  per  cent  of  men  buying,  or  deciding 
on,  their  shampoo. 

Although  Timotei  lost  its  number  one 
position  to  Wash  &  Go,  it  still  holds  a  7.2 
per  cent  (value)  share.  Its  anti-dandruff 
variant  has  achieved  a  6.6  per  cent  (value) 
share  in  its  first  year.  The  range  will  be 
supported  by  an  extra-fill  promotion  until 
the  end  of  May. 


Dimension:  12 per  cent  sector  share 

TOP  TEN  SHAMPOO  BRANDS 

1.  Wash  &  Go 

2.  Head  &  Shoulders 

3.  Timotei 

4.  Vosene 

5.  Dimension 

6.  Silvikrin 

7.  Supersoft 

8.  Alberto  Balsam 

9.  Palmolive 

10.  RevlonTlex"" 
(Nielsen,  April  1991) 


Whatever  your  hair  style,  or  age, 
there's  a  product  on  the  market 
which  guarantees  to  improve  or 
make  your  look  easier  to  achieve 
And  new  ones  are  coming  out  all  the 
time 

Styling  is  a  young  sector,  compared  to 
shampoos  and  conditioners,  and 
consequently  it  is  showing  the  healthiest 
growth.  According  to  AGB  the  sector  grew 
15  per  cent  in  the  year  to  1990  and  the 
same  is  forecast  for  1991 . 

Mousse  is  forecast  to  account  for  56  pei 
cent  of  sales,  gel  for  17  per  cent  and  sprays 
(including  gel  sprays)  for  21  per  cent.  And 
pharmacists  (excluding  Boots)  recorded  a 
17  per  cent  increase  in  sales  of  styling 
products  in  the  year  to  1990  (Revlon). 

L'Oreal  still  dominate  the  mousse 
market  (28  per  cent  share)  with  their 
Freestyle  range,  but  the  market  is  changing 
with  curl  boosters,  gel  sprays  and  fixing 
spritzes  making  waves. 


The  fashion  for  longer,  more  natural  styles 
does  not  mean  less  use  of  styling  products, 


INTENSIVE  CONDITIONERS 


Hair  treats 

Intensive  conditioning  treatments 
are  fast  filling  the  gap  left  in  the 
conditioner  market  by  combination 

products.  And  as  Summer 
approaches  sales  of  products  which 
promise  to  revitalise  and  protect 
sun-baked  hair  are  set  to  soar  and 
increase  profits 

Women  will  not  stop  colouring,  perming  and 
blow  drying  their  hair  just  because  it's  not 
good  for  it,  says  Mrs  Lloyd  at  SKB.  But 
they  are  becoming  increasingly  interested 
in  products  that  help  repair,  or  prevent, 
whatever  harm  they  inflict  on  it. 

Market  research  has  shown  that  users 
of  two-in-one  products  were  previously 
conditioner  users  and  are  now  turning  to 
intensive  treatments  for  a  weekly  "top 
up" .  Although  sales  of  conditioners  have 
declined  8  per  cent  in  the  last  year  (£59. lm 
from  £64. 2m)  intensive  treatment  brands 
are  showing  growth  —  according  to  AGB 
the  sector  grew  by  18  per  cent  last  year. 

Mr  Hanley  at  Alberto  Culver  reports  a  6 
per  cent  increase  in  sales  of  V05  hot  oil  and 
expects  this  to  grow  further  over  the 
Summer  months.  To  ensure  this  they  are 
offering  consumers  a  20p  off  coupon  on 


just  as  the  natural  look  face  does  not  mean 
no  make-up.  Products  that  promise  volume 
and  hold  without  looking  artificial  are 
popular.  And  the  current  sixties  revival  is 
good  news  for  fixing  sprays,  gels  and 
megahold  products  in  general.  With  today's 
sophisticated  styling  products,  the  beehive 
can  now  be  achieved  in  a  matter  of  minutes. 

Gel  sprays  are  the  current  styling 
buzzword  and  grew  by  52.2  per  cent  in  the 
year  to  1990  (AGB).  Hairspray,  however, 
is  not  benefiting  from  the  styling  boom. 
Although  still  a  large  sector  of  the  market  — 


The  styling  success  story  of  1990 


triple  packs,  redeemable  against  next 
purchase. 


L'Oreal  are  adding  two  products  to  their 
Special  Care  range  of  intensive  treatments. 
Rayonnance  Ends  Repair  (£4.49)  is  a 
restructuring  treatment  for  split  ends,  said 
to  "restore  the  original  vibrance  and  shine 
to  the  ends  of  colour  treated  hair' ' . 

Energance  Curl  Repair  is  said  to  restore 
smoothness,  bounce  and  shine  to  permed 
hair.  Both  launches  will  be  supported  by  a 
Press  and  television  campaign  in  August 
and  September. 

Helene  Curtis  endorse  the  trend  for 
special  hair  treatments,  too.  They  see  it  as 
a  growing  market,  particularly  for  products 
aimed  at  coloured  and  permed  hair. 


iasfjue  matters 

Wella  are  cashing  in  on  the  mood  and 
bringing  out  a  deep  action  hair  masque.  It 
comes  in  a  150ml  tube  and  contains  almond 
extract  to  ' '  seal  in  essential  moisture ' ' . 
Support  for  the  product  includes  point-of- 
sale  material,  leaflets  containing  a  30p  off 
voucher  and  30ml  trial  sizes  (£0.39)  —  ideal 
for  the  holiday  travel  season. 

Beauty  International  have  repackaged 
their  Henara  treatment  wax  to  give  it  a 
more  "upmarket"  feel.  Brand  manager 
Nicola  Standen  says  the  treatment  wax  user 
is  different,  say,  to  the  hot  oil  user: 
"He/she  spends  a  long  time  on  hair  they 
feel  needs  a  real  treat,  while  hot  oil  users 
want  a  faster,  revitalising  treatment. 
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24  per  cent  (Nielsen)  —  it  grew  only  4  per 
cent  last  year  (Revlon).  Revlon  attribute 
the  decline  to  the  success  of  gel  sprays  and 
spritzes. 

Pumping  up 

The  success  story  of  the  year  goes  to 
L'Oreal's  Studio  Line  Pumping  Curls, 
which  has  gained  a  9.5  per  cent  unit  brand 
share  in  just  12  months.  The  company  is 
adding  two  more  products  to  the  Studio 
Line  —  Moussing  Curls  and  Hot  Twirlin- 
Curls.  Moussing  Curls  (£2.55)  is  said  to 
give  body  and  volume  without  weighing 
down  the  curl.  The  launch  will  be  supported 
by  a  television  campaign  running  from 
August  to  September  and  a  Press 
campaign. 

Hot  Twirling  Curls  (£2.99)  is  designed 
for  users  of  heated  styling  appliances  and 
said  to  help  set  curls  and  protect  hair  from 
heat  damage. 

Wella  Shockwaves  continues  to  perform 
well,  recording  a  17.2  per  cent  year  on  year 
growth.  They  attribute  this  to  the  range's 
unisex  appeal,  since  more  and  more  men 
are  using  styling  products. 

lore  active 

Previously  a  non-starter  in  the  styling 
sector,  Silvikrin  are  hoping  to  make  a  big 
impact  with  their  new  Active  Care  range 
(C&D,  April  20,  p637),  which  claims  to 
"protect  while  you  style". 

Alberto  Culver  are  introducing  a 
volumising  gel  spray  to  the  V05  range,  said 
to  lift  hair  at  the  roots,  giving  an  impression 


of  volume.  The  entire  V05  styling  range 
will  be  supported  by  a  major  new  £3. 15m 
national  television  campaign. 

Schwarzkopf  are  offering  a  free 
detangler  comb  with  their  News  Crazy 
Curls,  Styling  Gel  and  Wet  Gel  and  a  vent 
brush  with  their  Styling  Foam. 


The  new  look  Finesse  range 


Added  finesse 

Helene  Curtis  are  relaunching  their  entire 
Finesse  range  in  bolder  packaging, 
featuring  stronger  graphics,  and  the 
aerosols  will  come  in  larger  sizes.  They  are 
also  adding  the  Maxima  range  of  extra  hold 
styling  products. 

Smithkline  Beecham  have  updated  their 
Bristows  hairspray  range  and  introduced  an 
ultra  hold  variant.  Their  men's  hairspray 
Falcon  now  comes  in  a  200ml  size  as  well  as 
300ml. 

Clairol  are  offering  extra  value  packs  of 
their  Finale  hairspray  in  July- August  and  a 
30p  money  off  coupon  will  be  on  125ml 
packs  throughout  this  month. 


COLORANTS 


Colour  up! 

The  colorants  sector  has  fared 
better  than  expected,  showing  9.1 
per  cent  growth,  compared  to  last 
year's  4  per  cent  in  a  market  worth 
about  £70m  (Nielsen).  And  it's  an 
area  where  pharmacies  can  score  as 
consumers  often  need  advice  The 
ones  to  watch  are  cover  greys  and 
semi-permanents 

Few  of  us  are  entirely  satisfied  with  the 
colour  of  our  hair  and  manv  of  us  endeavour 


J* 


Semi-permanents  are  set  to  grow 


Henara  range  gets  a  facelift 


Intensive  conditioners  are  big  business  this  summer 


VERY  BEST 
FOR  HAIR 


The  famous  Mason  Pearson 
cushion  technique  conditions 
as  it  brushes  to  promote 
shining  loveliness. 

MASON  DEARSON 

Jl     M  Ji-the  great  original. 

37  Old  Bond  Street,  London  W1X  3AE 
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ELECTRICALS 


Ready,  steady,  blow! 


to  improve  it.  According  to  a  survey  carried 
out  by  Bristol  Myers,  35  per  cent  of  women 
coloured  their  hair  in  the  last  year  and  18 
per  cent  did  it  at  home,  which  could  well 
increase  in  the  current  recession.  The  main 
reasons  given  for  taking  the  plunge  were 
feeling  adventurous,  to  cover  grey  and  to 
enhance  a  "boring"  mousey  hair  colour.  All 
the  women  agreed  that  hair  colouring  made 
them  feel  more  confident  about  their 
appearance. 


Most  consumers  are  aware  that  colouring 
can  damage  their  hair.  Hence  the  fastest 
growth  in  the  semi-permanent  sector  (31.8 
per  cent  value  growth,  AGB)  which  offers  a 
temporary  colour  change  (washes  out 
between  six  to  12  washes)  and  contains  no 
ammonia.  This  ties  in  with  the  other  big 
money-spinner,  cover  grey  products.  With 
a  fast-ageing  population  the  sector  looks  set 
to  keep  on  growing.  Bristol  Myers  lead  the 


Clairol 's  cover  grey  market  leader 


market  with  their  Clairol  Loving  Care  brand 
(40.9  percent  volume  share,  AGB),  which 
was  recently  relaunched  (C&D,  February 
23,  p287).  Other  market  leaders  are  their 
Nice  'n  Easy  permanent  range,  L'Oreal's 
Recital  and  Gamier' s  Belle  Color. 

Natural  fashion 

Both  Clairol  and  L'Oreal  have  noted  a  trend 
towards  more  natural  hair  colours.  As  a 
result  of  this  fashion,  bleaches  and  high- 
lighters had  a  tough  year  and  fell  14.3  per 
cent  in  value  (AGB). 

Wella  relaunched  their  Colour 
Confidence  range  in  September  last  year 
"to  bring  it  line  with  risk-free,  mess-free 
colouring  with  assured,  natural  looking 
results".  They  are  supporting  the  range 
with  a  £2. 4m  televison  campaign 
throughout  Spring  and  trial-priced  packs. 

As  Summer  approaches  Chattem  UK 
are  promoting  their  Sun  In  with  a  £250,000 
campaign  in  the  Press  and  on  the  London 
Underground. 

In  the  men's  sector  Smithkline  Beecham 
have  relaunched  their  Restoria  cover  grey 
brand  with  updated  packaging.  It  now 
comes  in  a  150ml  bottle  (£4.08). 

Combe  International  are  supporting  Just 
for  Men  and  Grecian  with  consumer 
advertising  throughout  the  year.  A  national 
television  campaign  will  advertise  Just  for 
Men  and  Press  advertisements  will  support 
Grecian  2000. 


Although  sales  of  hairdryers,  the 
largest  component  in  the  electrical 
hair  sector,  were  down  3.5  per  cent 
in  1990  compared  to  19S9,  there  is 
considerable  market  activity,  which 
should  boost  sales  in  1991 

Marketing  manager  at  Philips,  Nicolette 
Van  Solingen,  says  sales  of  diffuser  dryers 
are  still  on  the  up.  "In  1990  21  per  cent  of 
pistol  dryers  were  sold  with  diffusers, 
leaving  plenty  of  room  for  growth  in  1991 , 
while  85  per  cent  of  all  pro-dryers  sold  had 
diffusers."  It  seems  curly  hair  means  big 
business  for  the  haircare  sector  all  round. 

At  Pifco  Carmen  they  report  that  infra- 
red dryers  have  not  taken  off,  while  sales  of 
diffusers  are  still  growing. 

The  company  has  added  the  1200  and 
1600  to  the  range.  The  1200  is  "a  racy  little 
number  for  the  woman  who  opts  for  a  no- 
fuss  method  of  drying  her  hair". 

The  1600  is  more  of  a  pro-dryer, 
featuring  detachable  diffuser,  two 
speed/heat  settings,  two  turbo  settings, 
cool  shot  and  indicator  for  options  selected. 
Also  new  is  the  Carmen  Hair  Care  Bunch 
(£19.99),  aimed  at  children. 


New  from  Braun  is  the  PSK1200  Silencio 
and  the  TB/TD1250  travel  dryer.  The  1200 
Silencio  offers  three  heat/speed  settings 
and  a  cool  shot.  The  travel  dryer  has  a 
folding  handle  with  cable  clip  for  easy 
storage  and  two  speed  settings. 

At  Babyliss  managing  director  John 


Travel  Pro:  looking  good  the  world  over 


Broom  says:  "Out  of  around  19  million 
homes  in  the  UK  only  2.5m  have  purchased 
a  higher  value,  professional  product.  There 
is  obviously  enormous  potential  here  for 
Babyliss."  New  products  include  Shortie,  a 
dryer  for  shorter,  smoother  styles  (£17), 
Travel  Pro  (£20),  a  compact  travel  dryer 
with  diffuser,  and  Soft  Curlers  (£27),  no- 
fuss  heated  rollers. 

Group  marketing  manager  at  Clairol, 
Simon  Bluring,  believes  trading  conditions 
for  the  year  will  be  tough,  but  the  sector 


will  continue  to  be  driven  by  hair  fashion  and 
product  innovation.  He  estimates  that 
independent  pharmacies  have  only  a  3  per 
cent  share  in  the  electrical  hair  and  beauty 
sector  though,  and  believes  that  if  they 
were  to  give  it  a  higher  priority,  sales  would 
rise  accordingly. 

The  impact  of  diffusers,  says  Mr 
Bluring,  "has  been  enormous".  They  now 
account  for  about  60  per  cent  of  hair-dryer 
sales  (value).  He  claims  Clairol's  Big  Shot 
diffuser  dryer  leads  the  market  at  the 
moment.  A  new  advertising  campaign  for 
the  dryer  begins  this  month. 

Stylectrics 

The  electrical  styling  sector  had  a  good 
year,  with  sales  of  combi  stylers  up  37  per 
cent  on  1989.  Philips  introduced  a  new 
electric  combi  styler  earlier  this  year 
(C&D,  February  9,p202),  HP4461,  and  in 
the  gas  sector  they  have  added  the  Cosmo 
Microcurl,  with  an  extra-slim  barrel  for 
tighter  curls.  They  will  be  adding  a  new 
product  to  the  heated  curler  market  later 
this  year. 

The  crimper  and  straightener  market 
was  down  5  per  cent  in  1990  and  Ms  Van 
Solingen  does  not  foresee  an  increase  until 
crimping  becomes  fashionable  again. 


HOME  PERMS 


Wavy  Days 

The  home  perm  sector  is  a  small  and 
static  one,  valued  at  about  £9m. 
Pharmacies,  however,  have  a  good 
record  of  selling  them 

About  50  per  cent  of  people  with  permed 
hair  have  it  professionally  done  in  a  salon 
and  pay  considerable  sums  for  the  pleasure. 
In  an  attempt  to  steal  from  this  potentially 
lucrative  market,  manufacturers  are 
updating  the  image  of  their  products  and 
putting  more  emphasis  on  conditioning. 

Elida  Gibbs  say  "The  home  perm 
market  has  traditionally  been  among  older 
users  but,  with  the  current  squeeze  on 
consumer  spending,  there  is  potential  for 
new,  younger  users  to  enter  the  market". 

Fashion  Style  home  perms  come  in 
three  variants  —  very  curly  ,  casual  curl  or 
colour  treated  —  and  two  sizes,  depending 
on  hair  length. 

Garnier's  Permifique  places  emphasis 
on  protection  with  their  new  dual  protection 
system.  It  is  said  to  contain  a  self-timer 
which  slows  the  waving  process  once  the 
hair  has  reached  the  correct  level  of  curl. 

If  you've  got  curls  but  long  for  sleek, 
straight  locks,  then  a  straightener  is  the 
answer.  And  Schering-Plough  say  that  90 
per  cent  of  sales  of  their  Teeda  hair 
straightener  are  through  pharmacies. 
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ACCESSORIES 


Brush 

strokes 

With  the  fashion  for  longer,  more 
natural  looking  styles,  having  the 
proper  accessories  to  achieve  the 
look  is  important 

According  to  Denroy  International: 
"Consumer  trends  in  the  hairbrush  sector 
appear  to  be  becoming  more  sophisticated 
with  suppliers  emphasising  the  need  for  a 
particular  hair  brush  type  to  be  used  with 
certain  types  of  hair  and  for  creating  certain 
styles". 

New  products  in  the  Denman  range 
include  Magic  Rollers  for  gripping  hair 
without  clips  or  pins,  a  range  of  wooden 
handle  radial  brushes  for  curls  (three  sizes) 
and  a  diffuser  which  fits  all  makes  and  sizes 
of  hairdryers  (£2.99). 

At  Kent  they  believe  the  £26m  hair- 
brush market  is  likely  to  double  by  1993  ' 
opportunities  to  buy  continue  to 
accelerate".  However,  they  also  believe 
that  pharmacies  will  struggle  to  maintain 
their  market.  New  products  include  the 
Original  Paddle  brush  in  a  choice  of  three 
floral  designs,  and  a  wooden  brush  with 
rubberised  quills  (£7.95). 

■sends 

In  the  fast  growing  flexible  curler  sector 
there  is  a  new  product  from  Clairol  this 


as 


Lock  'n  Roll  with  Clairol 

Summer  —  Lock  'n  Roll  flexible  shapes. 
Suitable  for  mid-  to  shoulder-length  hair 
they  simply  flip  over  and  lock  into  place  — 
no  need  for  clips  or  pins.  They  come  in 
packs  of  24  and  sell  at  £29.95".  A  £lm 
television  campaign  is  planned  for 
Christmas. 

The  fashion  for  long  hair  has  also 
boosted  sales  of  hair  ornaments,  with  an 
abundance  of  scrunchies,  elaborate  clips, 
bows  and  alice  bands  adorning  many  retail 
outlets. 

Jackel  have  updated  their  adult 
accessory  range,  Celeste,  and  improved 
packaging.  It  now  includes  matching  bows 
and  scrunchies,  stretch  jersey  and  lace 
headbands,  new  "double  dipped"  combs 
and  a  new  safety  trimmer. 

Laughton  &  Sons  recently  added  a  range 
of  girls'  hair  accessories  (C&D,  March  2, 
p326).  The  Petite  range  includes  hairbands, 
combs,  clips,  bows,  scrunchies  and  slides. 


Going  back  to  the  roots 

Tony  Maleedy,  trichologist  and  md  of  his  own  natural  haircare  company,  AM 
Hair  Preparations,  explains  what  hair  is  and  how  to  keep  it  healthy 


We  colour  it,  we  bleach  it,  we  pull  it,  curl  it, 
straighten  it,  expose  it  to  freezing 
temperatures  or  the  heat  of  the  sun  as  well  as 
burning  it  with  blow-dryers  and  curling  tongs, 
covering  it  with  chlorine  when  swimming  and 
washing  it  with  many  products  which  are 
better  suited  for  cleaning  the  car.  We  even 
take  it  apart  and  put  it  together  again  as  with 
a  permanent  waving  process.  So  what  is  the 
substance  that  will  allow  us  to  do  all  these 
terrible  things  to  it  and  not  disintegrate  before 
our  eyes? 

Hair  is  made  up  predominantly  of  a  fibrous 
protein,  keratin,  the  same  material  of  which 
nails,  horns,  hooves,  feathers  and  claws  are 
composed.  A  characteristic  feature  of  keratin 
is  its  very  high  sulphur  content  (average  5.5 
percent).  It  is  this  high  level  of  sulphur,  along 
with  the  hair's  specialised  structure,  which 
gives  it  its  high  degree  of  chemical  and 
biological  resistance. 


Multi-layered 


Human  hair  is  made  up  of  three  separate  and 
distinct  layers.  The  cuticle  is  the  outer  part  of 
the  hair  shaft.  It  consists  of  hard,  flattened, 
horny  scales  which  overlap  one  another.  The 
cuticle  is  a  multilayered  structure  with  an 
average  of  seven  layers  on  undamaged  hair. 
This  gives  a  very  strong,  flexible 
arrangement.  The  cuticle  is  the  protective 
layer  of  the  hair  and  strongly  resists  physical 
and  chemical  forces. 

The  cortex  constitutes  the  central  core  of 
the  hair  shaft  and  accounts  for  about  80  per 
cent  of  the  hair's  bulk.  It  may  be  regarded  as 
the  most  important  layer  of  the  hair,  giving  it 
such  physical  properties  as  strength, 
elasticity,  pliability,  direction  and  manner  of 
growth,  size  or  diameter  and  texture  and 
quality.  The  cortex  is  composed  of  microfibrils 
of  keratin  twisted  around  each  other  and 
compacted  into  bundles  of  macrofibrils.  It  is 
the  fibrous  nature  of  the  cortex  which  gives 
hair  its  elasticity  and  strength. 

The  medulla  is  the  central  section  of  the 
hair.  In  human  hair  it  is  often  intermittent  and 
may  be  totally  absent.  It  is  mainly  composed 
of  airspaces  and  spongy  keratin,  and  may 
occasionally  contain  some  pigment  cells. 

It  is  not  only  the  structure  of  the  hair  which 
gives  it  its  strength 
and  resilience, 
sebum  plays  and 
extremely  im- 
portant part  in 
keeping  the  hair 
healthy  and  in  good 
condition. 

Sebum  is  a  mix- 
ture of  fats  and 
waxes;  it  contains 
free  fatty  acids, 
glycerides,  esters  of 
higher  aliphatic 
alcohols  and  of 
cholesterol,  and  hy- 
drocarbons, inclu- 
ding squalene.  But 
perhaps  its  most 
important  function  is 
in  preventing  ex- 


cessive evaporation  of  moisture .  On  the  skin 
the  elasticity  and  cohesion  of  the  stratum  corn- 
eum  cells  is  related  to  the  sebum  level,  and  on 
the  hair  low  levels  of  sebum  result  in  that  most 
common  of  problems,  dry,  fragile  hair. 

Hair  becomes  dry  due  to  a  loss  of  moisture 
from  the  cortex  fibres.  This  results  in  a 
reduction  in  the  elasticity  and  tensile  strength 
of  the  hair  (a  hair  in  good  condition  should  be 
able  to  stretch  about  30  per  cent  of  its  length) . 

The  cuticle  scales  become  more 
vulnerable  to  damage  when  there  is  less 
sebum  coverage  and  are  easily  removed  by 
friction  caused  when  the  hair  is  brushed  and 
combed.  Once  the  surface  of  the  hair  becomes 
rougher  due  to  the  partial  or  total  loss  of  cuticle 
scales,  light  is  reflected  less  and  absorbed  or 
diffused  more,  so  the  hair  becomes  dull. 

With  longer  hair,  this  dehydration 
commonly  results  in  the  hair  splitting  and 
breaking  off.  This  is  partly  due  to  the  lack  of 
sebum  so  far  from  the  scalp,  and  partly 
because  long  hair  is  old  hair  and  has  seen  more 
punishment  than  short  hair. 

A  good  shampoo  should  not  "strip"  the 
hair  of  all  the  sebum  present  in  the  hair  and 
scalp,  only  excessive  quantities.  And  a 
conditioner  will,  like  sebum,  increase  and 
retain  the  water  content  of  the  hair  and  smooth 
the  cuticle,  thus  preventing  damage  and 
improving  the  gloss  of  the  hair. 

Humectants,  either  hydrophobic  or 
hydrophilic,  are  important  m  improving 
condition.  Almond  oil,  olive  oil,  coconut  oil  and 
glycerol  have  been  used  for  thousands  of  years 
for  their  moisturising  and  softening  properties 
and  even  now  take  a  lot  of  beating. 

Of  the  "modern"  substances  which  are 
now  being  incorporated  into  shampoos  and 
conditioners,  cationic  polymers  and  silicones 
are  proving  to  be  the  most  effective. 

The  more  recent  "all  in  one"  shampoos 
and  conditioners,  which  are  so  popular  at  the 
moment,  incorporate  silicones.  These 
substances  provide  lubrication,  gloss,  wet 
combability,  softness  and  a  silky  feel  to  the 
hair.  But  also,  quite  often,  a  rather 
"synthetic"  feel,  leaving  it  more  like  nylon 
than  hair.  This  type  of  product  can  be  good  on 
short  hair  which  is  already  in  reasonable 
condition.  But  its  true  conditioning  effects  are 
not  good  enough  on  long  hair  or  short  dry  hair. 


PERMANENT  POWDER  HAIR  COLOUR 
AMMONIA  FREE 
NO  HYDROGEN  PEROXIDE  NECESSARY 

The  top  quality,  longer  lasting  no  mess  hair  colourant  that  is  both 
economical  and  so  easy  to  use.  Just  mix  with  water  and  apply.  Seven  lovely 

colours  to  choose  from. 
BIGEN  is  a  product  of  Hoyu  Co.  Ltd  of  Japan,  makers  of  the  world's  finest 
powder  hair  colours  sold  in  over  76  countries. 
From  your  wholesaler  or  direct  from  UK  Sole  Agents 
ACERING  LIMITED 
P.O.  Box  196,  Wembley,  Middx.  HA9  6QX 
Tel:  081-902  8719.  Fax:  081-330  6458 
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ADVERTISEMENT  FEATURE 


A  shave  more 
sensitive 

The  act  of  shaving  is  undoubtedly  the  harshest  assault  on  a  man's  skin,  and  one  that  he  has  to  suffer  every  day.  In  a 
smooth  move  to  champion  his  cause,  Brylcreem  are  launching  a  new  male-specific  regime  that  will  finally  give  him  an 

equal  opportunity  in  the  skin  care  stakes 


The  need  for  male-specific,  shaving-related 
skincare  has  only  recently  been  fully 
realised.  Yet  despite  the  fact  that  10  per 
cent  of  total  skin  care  purchases  and  16  per 
cent  of  product  usage  is  now  attributable  to 
the  male  species,  only  1  per  cent  of  all  skin 
care  brands  are  aimed  specifically  at  men. 

These  statistics,  and  a  proven  instinct 
for  spot-on  market  development,  recently 
led  the  dynamic  team  behind  Brylcreem  at 
SmithKline  Beecham  to  put  the  male  skin 
care  theory  to  the  test.  Their  findings  from 
an  extensive  four-month  consumer 
research  programme  endorsed  their  initial 
forward-thinking  view  —  that  a  new  male 
attitude  specifically  towards  shaving-related 


skin  care  was  emerging,  accompanied  by  an 
increasingly  sophisticated  expectation  for 
tailor-made  solutions. 

Understanding  the  male  skin 

psyche 

The  demands  that  men  were  making  for 
male  specific  skin  care  products  polarised 
around  tiie  shaving  routine,  with  razor  burn, 
nicks,  scratches  and  irritation  being  the 
emotive  "buzz  words".  The  messages 
were  clear. 

But,  with  virtually  one  in  two  men 
describing  their  skin  as  "sensitive",  and 
more  than  50  per  cent  of  the  total  number  of 


respondents  actively  looking  to  soothe  their 
skin  after  shaving,  it  obviously  required  an 
exclusively  masculine  approach  to 
successfully  tackle  such  a  sensitive  subject. 

As  the  driving  force  behind  the  male 
grooming  and  male  toiletries  market  with 
Brylcream  Black,  SmithKline  Beecham  have 
already  demonstrated  their  prowess  in 
creating  innovative  products  which  reflect 
the  changing  needs  of  each  new  generation. 
Indeed,  the  rapid  growth  of  the  Brylcreem 
Black  toiletry  portfolio  played  a  key  role  in 
redefining  the  boundaries  of  the  UK  men's 
toiletries  market  during  the  '80s  to  a 
spectacular  value  today  of  nearly  £400 
million . 


Brylcreem  wins  the  sensitive 
vote 

Once  again,  research  shows  Brylcreem  as 
the  prime  candidate  for  launching  a  range  of 
shaving-related  products  for  sensitive  skin, 
with  64  per  cent  of  men  in  favour  of  such  a 
move.  Having  carved  a  niche  with  16-24  and 
40  plus  age  groups  for  Brylcreem  Black  and 
Original  respectively,  the  brand's  unrivalled 
heritage,  partnered  with  opportunity  and 
timing,  make  it  right  on  target. 

A  new  Brylcreem  range  which  could  fulfil 
the  aspirations  of  the  "twenty-something" 
sensitive  skin  sector,  would  not  only 
increase  the  brand's  dominance,  but  also 
dramatically  enhance  the  retail  potential  of 
the  male  skin  care  market  in  this  country. 

Under  the  Paris  influence 

So,  using  the  company's  prestigious 
resources  in  the  highly  developed  European 
male  skin  care  market,  SmithKline  Beecham 
have  taken  the  principles  of  their  "No  1", 
the  Williams  shaving  range  in  France,  and 
made  a  direct  translation  for  Brylcreem  in 
the  UK. 

The  result?  New  Brylcreem  Sensus  —  a 
concise  and  complete  range  of  "state  of  the 
art"  male  shaving-related  skin  care  products 
for  sensitive  skin.  Brylcream  Sensus  is  a 
comprehensive  newcomer  which  embodies 
every  vital  aspect  of  the  successful  French 
Williams  range  to  give  Brylcreem  the  leading 
edge:  from  the  pioneering  new  product 
formats  such  as  after  shave  gel,  to  bold  pack 
graphics  and  soft  contours  —  a  gleaming 
white  presentation  that  speaks  for  itself 
on-shelf. 

Style  counsel 

The  chosen  product  line-up  for  Brylcreem 
Sensus  is  designed  to  answer  every 
sensitive  question  with  a  soothing  answer, 
boasting  genuine  unique  selling  points  that 


will  be  understood  by  British  men.  (A  bunch 
who  are  generally  not  as  an  fait  with  skin 
science  as  their  European  counterparts. . . 
yet!) 

The  Brylcreem  Sensus  on-pack 
information  has  been  carefully  targeted  to 
communicate  this  new  way  of  caring  for  skin 
both  during  and  after  shaving  in  an  open, 
pragmatic  manner  which  will  also  serve  to 
give  male  consumers  a  greater 
understanding  of  the  fundamental  concepts 
in  acton. 

\  cul  above  the  rest 

At  a  glance,  your  customers  can  see  that: 

□  Anthemile  has  been  incorporated  in 
every  Brylcreem  Sensus  variant  to  help 
counteract  "angry"  inflammation:  and 
allantoin  is  included  to  come  to  the  skin's 
defence  against  irritation . 

□  The  Shaving  Gel,  Foam  and  After  Shave 
Mousse  are  preservative-free  and  so  avoid 
the  likelihood  of  an  allergic  reaction. 

□  Both  After  Shave  Gel  and  Moisturising 
Cream  offer  the  multi-benefit  of  being  oil  and 
alcohol-free,  with  a  UV  filter  to  help  combat 
sun  damage . 

Each  of  the  products  have  been  targeted 
at  the  core  market  of  young,  stylish  men  for 
whom  image  and  convenience  is  on  equal 
status  with  efficiency. 
Brylcreem  Sensus  Shaving  Gel  is  the 
first  gel  of  its  kind  to  enter  the  UK, 
containing  a  unique  and  carefully  balanced 
blend  of  moisturisers  and  lubricating 
ingredients  to  form  a  rich,  creamy 
consistency.  Massaged  onto  wet  skin,  it 
works  into  a  low-lather  gel  which  is 
eminently  kinder  to  skin  and  it  also  reduces 
the  risk  of  cuts  and  inflammation  caused  by 
razor  burn. 

Brylcreem  Sensus  Shaving  Foam 

applies  the  classic  wet  shave  method  over 
the  beard,  but  adds  protective  care  via 
allantoin  —  best  known  for  its  use  on 
sensitive  or  irritated  skin. 


em:  head  and  leg 


I  by  Edland  Mann 


The  Brylcreem  Image:  Bright,  original,  young,  successful  —  that  spells  '  'buys ' '  by  Brad  Branson 


Brylcreem  Sensus  After  Shave  Mousse 

is  a  truly  high-tech  formula  dispensed  as  a 
mousse  which  converts  into  a  liquid  balm 
when  massaged  into  the  skin  after  shaving. 
The  fabulous  citrus  scent,  which  is  highly 
reminiscent  of  a  premium  men's  fragrance, 
keeps  skin  feeling  refreshed  and  increases 
the  sense  of  well-being. 
Brylcreem  Sensus  After  Shave  Gel  is 
light  but  effective  at  replenishing  essential 
moisture  —  this  helps  skin  to  stay  supple, 
being  both  non-greasy  and  quickly  absorbed. 
Free  of  both  oil  and  alcohol,  it  is  ideal  even 
for  super-sensitive  skins. 

Last  but  certainly  not  least,  Brylcreem 
Sensus  Moisturising  Cream  for  Men  is 
the  only  male-specific  moisturiser  on  the 
market,  formulated  especially  to  promote 
softness  and  ultimate  smoothness  for  the 
male  with  sensitive  skin. 

Ahead  of  t  he  pack 

As  you  have  come  to  expect,  the  team  at 
Brylcreem  have  devised  some  razor-sharp 
tactics  to  get  Brylcreem  Sensus  up  and 
running,  and  veiy  much  in  the  public  eye. 

A  heavyweight  promotional  launch 
programme  is  on  the  way,  lead  by  a  national 
advertising  campaign  to  convey  these  new 
skin  care  messages  in  solid  print. 

The  style  element  and  brand-building 
techniques  of  additional  Brylcreem  Black  TV 
advertising  will  also  generate  valuable  spin- 
off for  the  new  Brylcreem  Sensus  story,  as 
will  their  seemingly  inexhaustible  imagination 
on  the  PR  front.  Like  the  latest  initiative 
"The  Brylcreem  Image"  a  photographic 
exhibition  where  top  photographers  portray 
their  vision  of  the  brand. 

The  future... 

The  future  for  Brylcreem  Sensus  lies  in  the 
continued  strong  growth  of  the  male  specific, 
shaving-related  skin  care  market.  As  this 
new  market  grows,  Brylcream  Sensus  will 
bring  a  host  of  sensitive  lads  to  your  counter 
for  you  to  turn  them  into  real  smoothies. 
SmithKline  Beecham  Personal  Care 
UK  SB  House,  Great  West  Road, 
Brentford.  TW8  9BD. 
Tel:  081-560  5151. 


Lightening  the  gloom 

C&D  looks  at  the  new  selective 
serotonin  re  uptake  inhibitors  being  used 
in  the  treatment  of  depression 


Photographs  shoiv  sections  through  rat  brain  illustrating  non-selectivity  of  imipramine  binding  (left)  and  selectivity  of paroxetine  for  binding  to  5HT 
re-uptake  sites 


The  past  decade  has  seen 
tremendous  advances  in 
understanding  the  role  of 
serotonin,  with  promising 
implications  for  the  treatment  of 
psychiatric  disorders. 

Serotonin,  or  5-hydroxy- 
tryptamine,  is  widely  distributed 
in  the  body.  In  the  brain,  it  is  an 
important  neurotransmitter, 
regulating  a  variety  of 
physiological  and  behavioural 
functions  such  as  sleep,  feeding, 
temperature,  vomiting,  mood 
changes  and  sexual,  emotional  and 
psychotic  behaviour.  It  is, 
however,  difficult  to  obtain  clear 
evidence  that  links  the  release  of 
serotonin  to  any  particular 
behaviour. 

The  neurotransmitter  is 
synthesised  in  serotonergic 
neurones  from  the  amino-acid 
tryptophan,  and  stored  in  the 
nerve  terminals. 

When  released  into  the 
synapse,  serotonin  binds  at  pre- 
or  post-synaptic  receptors 
causing  a  response  which  depends 
on  the  type  of  serotonin  receptor 
involved.  It  is  now  known  that 


there  is  not  just  a  single  serotonin 
receptor  but  a  family  of  about  nine 
which  have  different  functions. 

To  inactivate  transmission  at 
the  synapse,  most  of  the 
serotonin  is  then  taken  up  into  the 
presynaptic  nerve  terminal  and 
some  is  metabolised. 

Serotonergic  abnormalities 
have  been  reported  in  a  large 
number  of  psychiatric  disorders, 
including  dementia  in  which  there 
is  a  tendency  for  levels  to  be 
reduced,  and  schizophrenia  in 
which  levels  are  increased.  Levels 
decrease  with  age. 

Depression  is  associated  with 
reduced  levels,  although 
serotonergic  dysfunction  alone  is 
not  a  sufficient  explanation  of 
depressive  illness.  The  role  of 
other  neurotransmitters  such  as 
noradrenaline  is  still  under 
investigation.  Decreased 
serotonin  activity  may  also  be 
related  to  anxiety  and  lack  of 
control  of  impulsive  behaviour. 
This  may  manifest  as  substance 
abuse,  eating  disorders  and 
obsessive  compulsive  disorders, 
all  of  which  may  be  associated  with 


depressive  illness. 

In  the  brain,  drugs  can 
interfere  with  serotonin  in  a 
number  of  ways.  The  tricyclic 
antidepressants  prevent 
serotonin  re-uptake  by  the 
presynaptic  nerve  terminals, 
thereby  increasing  the  amount 
present  at  the  synapse.  Mono- 
amine oxidase  inhibitors  inhibit  the 
enzyme  which  breaks  down 
serotonin,  making  it  available  for 
longer  at  the  synapse. 

The  problem  with  the  earlier 
antidepressants  such  as  the 
tricyclics  is  that  they  are  non- 
specific, resulting  in  undesirable 
effects  such  as  anticholinergic 
reactions,  sedation  and 
interference  with  cognitive  and 
psychomotor  function.  In 
particular,  their  impairment  of 
reaction  times  could  be  dangerous 
for  drivers. 

Now  a  series  of  selective 
serotonin  re-uptake  inhibitors 
(SSRIs)  are  coming  on  to  the 
market.  While  they  may  not 
necessarily  be  more  effective  than 
other  antidepressants,  their 
specificity  means  they  are  less 


likely  to  cause  adverse  reactions. 
There  is  also  some  evidence  that 
SSRIs  may  be  useful  in  atypical 
depression  or  in  depression  with 
other  prominent  symptoms  such 
as  eating  disorders  or  obsessive 
compulsive  disorder. 

Most  comparative  studies 
indicate  that  SSRIs  begin  to  exert 
a  therapeutic  effect  about  the 
same  time  as  tricyclics. 

Fluoxetine  (Prozac)  has  a 

half  life  of  two  to  three  days.  Its 
major  metabolite,  norfluoxetine, 
is  also  serotonin  specific  and  has  a 
much  longer  half  life  of  seven  to 
nine  days,  so  dose  changes  will 
not  be  fully  reflected  in  plasma  for 
several  weeks.  This  long  half  life 
must  also  be  borne  in  mind  if  the 
patient  has  to  be  transferred  to 
another  drug  which  might  react 
adversely  with  remaining  traces. 
Studies  have  shown  fluoxetine  is 
at  least  as  effective  as  imipramine, 
amitriptyline,  dothiepin  and 
mianserin.  It  has  also  been  shown 
to  decrease  significantly  binge- 
eating  and  purging  in  bulimia 
nervosa. 
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The  misery  of 
Alzheimer's 
disease 

Some  20  per  cent  of  those  over  80  suffer  from  dementia. 

Alzheimer's  disease,  the  most  common  form,  is  incurable. 
Yet  prospects  are  looking  brighter  following  fruitful 
research  that  has  hit  the  headlines  in  recent  months 


Fluvoxamine  (Faverin) 

has  a  plasma  half-life  of  about  15 
hours.  In  comparative  studies  it 
has  been  shown  to  be  at  least  as 
effective  as  clomipramine  or 
imipramine.  Its  pharmacokinetic 
profile  is  unchanged  in  the  elderly. 

Paroxetine  (Seroxat)  has 

a  plasma  half-life  of  about  20 
hours,  allowing  once -daily  dosage. 
Seroxat  is  the  only  SSRI  to  have 
been  granted  a  product  licence 
specifically  for  both  depression 
alone  and  that  associated  with 
anxiety.  Clinical  trials  have  shown 
it  to  be  more  effective  than 
tricyclics  at  treating  the  anxiety 
associated  with  depression. 

Sertraline  (Lustra!)  has  a 

half-life  of  about  26  hours,  allowing 
once  daily  dosage.  Its 
pharmacokinetic  profile  is 
unchanged  in  the  elderly.  Trials 
have  shown  it  is  as  effective  as 
amitriptyline  in  relieving 
depressive  symptoms. 

Food  does  not  reduce 
absorption  of  any  of  the  SSRIs, 
although  it  can  delay  absorption  of 
fluoxetine.  The  bioavailability  of 
sertraline  is  enhanced  by  food  so 
this  drug  is  best  taken  with  meals. 

Warnings 

The  drugs  are  best  avoided  in 
epilepsy  and  pregnancy  and 
should  be  used  with  caution  in 
cardiac  disease,  liver  failure  and 
renal  impairment.  The  data  sheet 
for  sertraline  recommends 
avoiding  use  in  patients  with 
significant  hepatic  dysfunction  and 
renal  insufficiency.  Fluoxetine 
must  not  be  given  in  severe  renal 
failure  as  accumulation  may  occur. 

Side  effects 

SSRIs  represent  a  significant 
improvement  over  earlier 
antidepressants,  although  most 
published  comparative  studies 
have  been  against  amitriptyline 
and  imipramine,  which  may  have 
biased  the  outcome. 

SSRIs  do  not  block  adrenergic 
receptors  and  do  not  cause 
postural  hypotension  or 
tachycardia.  In  general  they  are 
much  safer  from  a  cardiovascular 
point  of  view  than  tricyclics  and 
MAOIs,  an  important  advantage 
in  patients  at  risk  of  overdosing. 

The  most  common  adverse 
effects  are  gastro-intestinal, 
usually  nausea  which  resolves 
with  continued  treatment. 
Vomiting  and  diarrhoea  may  occur 
and  the  severity  of  symptoms 
seems  to  be  dose-related. 
Headache  is  not  uncommon  and  in 
some  patients  the  symptoms  of 
anxiety  get  transiently  worse 
during  the  first  weeks  of 
treatment  with  some  SSRIs. 
Although  sedation  is  less  likely 
than  with  the  tricyclics, 
somnolence  has  been  reported 
more  often  with  paroxetine  and 


fluvoxamine  than  with  fluoxetine 
or  sertraline.  Nervousness  is 
more  likely  with  fluoxetine  than 
paroxetine. 

Symptoms  such  as  dry  mouth 
and  blurred  vision  have  been 
reported  but  are  probably  caused 
by  mechanisms  other  than 
muscarinic  receptor  blockade. 

Unlike  the  tricyclics,  the 
SSRIs  are  not  associated  with 
weight  gain.  Fluoxetine  may 
cause  weight  loss  and  fluvoxamine 
reduces  food  consumption  in  rats. 

Drug  interactions 

SSRIs  do  not  potentiate  the 
effects  of  sedatives,  anti- 
cholinergic agents  or  antihist- 
amines. Nor,  with  the  exception 
of  fluvoxamine,  do  they  potentiate 
alcohol.  Concurrent  admini- 
stration of  paroxetine  or 
fluvoxamine  with  warfarin  may 
increase  bleeding  tendency. 

A  small  number  of  patients  on 
fluoxetine  have  experienced 
hypoglycaemia,  so  care  is 
necessary  with  patients  on  insulin 
or  oral  hypoglycaemics. 

Potentially  serious  drug 
interactions  can  occur  if  MAOIs 
are  given  concurrently.  MAOIs 
must  not  be  given  within  two 
weeks  of  stopping  SSRIs,  and 
within  five  weeks  in  the  case  of 
fluoxetine. 

Increased  tricyclic  plasma 
levels  have  occured  in  some 
patients  taking  a  tricyclic 
antidepressant  in  combination 
with  fluoxetine,  leading  to 
increased  tricyclic  side  effects  and 
a  worsening  of  the  depression. 

Co-administration  with  anti- 
convulsants or  with  lithium  is 
associated  with  increased  adverse 
effects. 

Because  SSRIs  differ  widely  in 
structure  it  is  possible  that  some 
interactions  occur  with  one  drug 
but  not  with  another. 

Suicidal  tendencies 

Last  year  the  American  Journal  of 
Psychiatry  reported  that  six 
patients  suffering  from  depression 
had  developed  violent  suicidal 
tendencies  after  two  to  seven 
weeks  treatment  with  fluoxetine. 

But  a  meta-analysis  of 
controlled  studies  of  all  the 
serotonin  re-uptake  inhibitors 
found  no  evidence  that  these 
drugs  increased  suicide  risk. 

The  incidence  of  suicide  is 
20-30  times  greater  in  depressed 
patients  than  in  the  general 
population  and  giving  anti- 
depressants, by  relieving 
lethargy,  may  activate  suicidal 
thoughts.  It  has  been  suggested 
that  an  increase  in  such  thoughts 
is  part  of  the  natural  history  of 
depression. 

Paroxetine  trials  have 
suggested  that,  far  from 
worsening  suicidal  tendencies,  the 
drug  tended  to  prevent  their 
emergence. 


Dementia  is  a  description  for 
conditions  that  result  in  the 
progressive  loss  of  mental 
functions.  Alzheimer's  disease  is 
responsible  for  at  least  50  per  cent 
of  all  cases  of  dementia  and  affects 
a  quarter  of  a  million  people  in  the 
UK,  says  the  Alzheimer's 
Disease  Society. 

The  disease  was  first 
described  by  the  German 
neurologist  Alois  Alzheimer  in 
1907,  and  is  an  incurable,  neuro- 
degenerative disease  which 
causes  a  progressive  decline  in  the 
ability  to  remember,  learn,  think 
and  reason.  There  do  not  appear 
to  be  links  with  social  class,  sex, 
ethnic  group  or  geographical 
location.  It  is  more  common  in  the 
over  65 's  but  can  occur  in  middle 
age,  and  death  usually  follows 
within  ten  to  15  years  of  onset. 

The  initial  symptoms  of 
Alzheimer's  can  be  difficult  to 
distinguish  from  the  forgetfulness 
that  can  occur  with  gradual  ageing, 
depression  or  stress.  The  loss  of 
short  term  memory  is  an  early  and 
most  striking  sign,  and 
disorientation  and  confusion  are 
also  common. 

The  course  of  the  disease 
varies,  but  loss  of  ability  to  think 
and  reason  becomes  more 
marked,  and  the  sufferer  may  find 
it  impossible  to  perform  the 
simplest  tasks.  There  is 
breakdown  of  personality  and 
victims  become  increasingly  less 
aware  of  their  condition. 

Bad  behaviour 

Although  cognitive  defects 
(problems  of  perception, 
attention,  memory,  language  and 
reasoning)  are  most  common, 
disruptive  behavioural  changes 
can  be  particularly  distressing. 
These  may  include  aggressive 
outbursts,  mood  swings,  shouting 
and  screaming,  sleep 
disturbances,  wandering  and 
incontinence,  in  addition  to 
ceaselessly  pacing,  hoarding 
objects,  and  repetitive  actions. 
The  timescale  of  the  decline 


varies,  but  one  fact  is  certain  —  in 
the  later  stages,  sufferers  need 
constant  care  and  patience  which 
can  be  extremely  stressful  for 
families.  Institutional  care  is  often 
the  only  option.  "You  are  in  fact  a 
widow  or  widower  but  can't  have 
a  funeral  and  be  allowed  to 
grieve,"  is  said  to  be  a  typical 
reaction  from  a  carer. 

Plaques  and  tangles 

Until  just  over  10  years  ago,  it  was 
wrongly  believed  that  Alzheimer's 
was  the  result  of  arteriosclerosis 
(hardening  of  the  arteries).  It  is 
only  possible  to  confirm  the 
diagnosis  at  post  mortem,  when 
the  characteristic  microscopic 
changes  within  the  brain,  known 
as  neurofibrillary  tangles  and 
senile  plaques,  are  visible  in 
selected  sites.  Brain  samples  are 
rarely  taken  during  life:  a 
diagnosis  is  usually  made  after 
ruling  out  other  causes  of 
dementia  such  as  brain  tumours, 
stroke,  prolonged  alcohol  abuse 
and,  in  some  cases,  underactive 
thyroid  gland. 

Professor  G.K.  Wilcock, 
chairman  of  the  medical  advisory 
panel  of  the  Alzheimer's  Disease 
Society,  believes  that  Alzheimer's 
is  probably  not  a  single  disease, 
but  the  culmination  of  many 
separate  pathologies  into  the 
same  outcome. 

Senile  plaques  consist  of  an 
extracellular  amyloid  protein  core 
formed  from  fragments  of  the  A4 
amyloid  protein  precursor, 
surrounded  by  damaged  nerve 
endings.  (Amyloid  protein  is  a 
compound  of  albumin  and 
chondroitin  sulphuric  acid  which  is 
deposited  abnormally  in  tissues. ) 
Tangles  are  fibrillary  proteins 
occuring  within  damaged  nerve 
cells,  and  are  sometimes  twisted 
into  paired  helical  filaments. 
Plaques  and  tangles  can  occur  in 
lesser  amounts  in  the  elderly 
without  dementia,  and  the 
severity  of  Alzheimer's  may  be 
related  to  the  amounts  present. 

Alzheimer's  also  involves 
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considerable  loss  and  damage  to 
neurones,  and  is  associated  with  a 
deficiency  of  the  neuro- 
transmitters acetylcholine, 
serotonin  and  noradrenaline. 

Drug  treatment 

There  is  no  cure  for  Alzheimer's 
and  drug  treatment  is  generally 
regarded  as  unsatisfactory, 
although  many  drugs  have  been 
investigated.  Many  studies  have 
been  uncontrolled  though,  and 
improvement  is  difficult  to  assess. 

Alleviation  of  behavioural 
disturbances  symptomatically 
with  antipsychotic,  anxiolytic 
and  antidepressant  drugs  is  often 
attempted.  However,  these  can 
add  to  the  problems  of 
Alzheimer's  in  some  cases  —  for 
example,  anxiolytics  may  cause 
increased  confusion  by  causing 
drowsiness. 

It  is  believed  that  both  genetic 
and  environmental  factors  are 
important  in  Alzheimer's, 
although  the  number  of  genetic 
cases  is  difficult  to  define  and  may 
be  very  small.  Early-onset 
inherited  Alzheimer's  disease, 
occuring  in  some  5  per  cent  of 
cases,  has  been  the  focal  point  of 
recent  fruitful  research. 

Genetic  mutation 

A  group  at  St  Mary's  Hospital 
Medical  School,  London  have 
recently  made  a  major 
breakthrough  by  establishing  a 
cause  for  Alzheimer's  for  the  first 
time.  Just  a  few  months  ago,  they 
established  a  link  between  the 
development  of  an  early-onset 
inherited  form  of  the  disease  and 
a  genetic  mutation,  located  on 
chromosome  21. 

The  mutation,  affecting 
production  of  the  protein  amyloid, 
has  now  been  identified  in  six 
families  worldwide.  It  is  believed 
that  in  Alzheimer's  disease, 
cleavage  of  the  amyloid  protein 
precursor  occurs  at  the  wrong 
place,  releasing  a  beta-amyloid  — 
the  protein  associated  with 
Alzheimer's.  This  is  released  into 
the  brain,  probably  leading  to  cell 
death  and  loss  of  function. 

These  findings  may  provide  a 
key  pointer  for  research  now  that 
amyloid  is  known  to  play  a  central 
role,  says  Chris  Talbot,  one  of  the 
researchers  at  St  Mary's. 
Possible  strategies  include  the 
prevention  of  the  breakdown  of 
the  amyloid  precursor  protein  or 
the  formation  of  the  amyloid  itself. 

Neurotransmitters 

Drug  treatment  has  aimed  to 
replace  neurotransmitters  and 
attempt  to  prevent  cells  dying. 
Much  research  has  been  directed 
at  increasing  the  acetylcholine  in 
the  brain  by  dosing  with  the 
precursors  choline  or  lecithin, 
using  a  cholinesterase  inhibitor,  or 


a  muscarinic  agonist  such  as 
arecholine. 

A  nationwide  clinical  trial  on  a 
slow  release  formulation  of  the 
cholinesterase  inhibitor 
physostigmine  has  been  running 
for  the  past  two  years  and 


volunteers  are  currently  being 
recruited.  Wendy  Hargreaves, 
research  psychologist  at  St 
Georges  Hospital  Medical  School, 
London,  where  the  trial  is 
running,  says  that  tentative 
results  on  preliminary  data  have 


The  role  of  aluminium  in 
Alzheimer's  has  been  repeatedly 
suggested  and  it  seems  to  have 
some  association  with  the  disease. 
Increased  levels  have  been 
identified  in  both  tangles  and 
plaques,  and  trials  with  the 
chelating  agent  desferrioxamine 
have  recently  been  conducted  in 
an  attempt  to  remove  aluminium 
from  the  brains  of  sufferers. 

However,  the  question  is 
whether  aluminium  is  a  marker 
rather  than  a  cause  of  the  disease. 
A  reasonable  hypothesis  seems  to 
be  that  some  individuals  have  a 
genetic  predisposition  which 
makes  them  more  vulnerable  to 
environmental  factors  such  as 
aluminium.  Many  other  risk 
factors  have  been  claimed  to  be 
linked  to  the  disease,  including 
head  injury,  thyroid  disease  and 
virus  infections. 

The  pharmacist's  role 

Pharmacists  should  be  on  the 
lookout  for  any  behavioural 
changes  in  their  regular  elderly 
customers,  together  with  any 
emotional  problems  that  carers 
may  be  experiencing.  Help  and 
information  for  sufferers  and  their 
families  can  be  obtained  from  the 
following  self-help  groups:  The 
Alzheimer's  Disease  Society, 
158-160  Balham  High  Road, 
London.  Tel:  081  675  6557,  and 
the  Carers  National  Association, 
29  Chilworth  Mews,  London  W2 
3RG.  Tel:  071-724  7776. 


shown  that  in  60  per  cent  of  cases, 
some  improvement  in  short  term 
memory  and  orientation  was 
noted.  Although  physostigmine 
itself  is  not  a  new  treatment,  the 
formulation's  nine-hour  action, 
offers  a  distinct  benefit. 

The  cholinesterase  inhibitor 
tetrahydroaminoacridine  (THA) 
has  also  been  in  the  limelight 
recently,  as  Parke-Davis  have 
recently  applied  for  a  product 
licence  for  their  brand  Cognex. 

Other  research  has  focused  on 
serotonin  pathways.  Professor 
Wilcock  says  that  early  research  in 
this   area   may   have  been 
unsuccessful  because  researchers  I 
were  looking  for  signs  of  cognitive 
improvement,  whereas  serotonin  [ 
may  be  of  more  benefit  for 
behavioural  aspects  such  as  | 
wandering  and  aggression. 

Nerve  growth  factor  (NGF)  is 
a  hormone-like  substance  that  l| 
appears  to  be  involved  in  the  t 
maintenance  of  brain  cells  I 
producing  acetylcholine.  This  has 
led  to  the  theory  that  supplying  I 
NGF  may  prevent  these  cells 
from  dying.  Many  different  NGFs 
have  been  identified,  including 
three   with   similar  protein 
sequences  whose  emulation 
synthetically  could  form  the  basis 
for  new  therapeutic  strategies. 
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Owen  Margie  BA,  DipEd,PhD,  ABPsS,  head  of  the  Department  of  Communication  at  the  University  of  Ulster,  and 
Norman  Morrow  BSc,  MSc,  PhD,  MPSNI,  director  of  continuing  pharmaceutical  education  for  Northern  Ireland  at  the 
School  of  Pharmacy,  Queen's  University  of  Belfast,  conclude  their  article  on  the  skill  of  self  disclosure  with  a  look  at 

some  typical  case  studies 

Case  studies  on  self-disclosure 


Analysis 


The  skill  of  self-disclosure  can  be 
illustrated  in  the  pharmacy  setting 
by  comparing  two  different 
approaches  to  the  same 
pharmacist-patient  consultation. 

In  the  first  example,  analyse 
the  performance  of  the  pharmacist 
against  the  background 
information  provided  about  the 
skill  of  self-disclosure  (see  also 
C&D,  March  2).  Consider  how 
the  pharmacist  might  have  altered 
his  approach  to  project  a  more 
caring,  empathetic  and 
understanding  attitude  to  the 
patient. 


Example  1 


Mr  Lloyd  has  just  been  discharged 

from  hospital  following  a  heart 

attack.  He  presents  a  prescription 

to  the  assistant  and  asks  to  speak 

to  the  pharmacist: 

Pharmacist:  Mr  Lloyd.  You  're  out  of 
hospital  again.  Your 
wife  told  me  yo  u 'd  had  a 
heart  attack.  She  was 
quite  worried. 

Patient:  It's  been  a  worrying 
time  for  us  all.  I've 
hardly  had  a  day's 
sickness  in  my  life  and 
then  this  happens. 

Pharmacist:  You  can  never  be  sure  of 
anything  can  you? 

Patients:  I'm  only  42  and  you 
don 't  expect  this  sort  of 
thing  at  my  age. 

Pharmacist:  42 's  not  old. 

Patient:  And  it's  all  the  other 
things  like  getting  life 
insurance.  Nobody  will 
touch  me  now. 

Pharmacist:  Have  you  made  any 


Patient:  Not  yet,  but  I  must  be  a 
bad  risk  now. 

Pharmacist:  Well  it  would  be  worth 
asking  an  insurance 
broker,  or  some  of  the 
patient  self-help  groups 
might  be  able  to  provide 
you  with  up  to  date 
information  and  advice. 

Patient:  /  suppose  it's  worth 
trying,  but  I'm  not 
going  to  get  better  am  I? 
They  told  me  in  hospital 
I'd  have  to  take  these 
medicines  for  the  rest  of 
my  life. 

Pharmacist:  Yes,  it  will  be  long  term 
treatment  designed,  of 
course,  to  prevent  you 
from  having  a  further 
attack  so  it  is  important 
that  you  take  the 
medicine  as  prescribed. 
Did  they  explain  to  you 
how  to  take  it? 

Patient:  Oh  yes,  there  was  a 
pharmacist  on  my  ward 
and  she  gave  me 
instructions  before  I  was 
discharged.  It 's  still 
very  hard  to  get  into  the 
way  of  taking  drugs. 

Pharmacist:  You  11  soon  get  into  the 
habit  and  then  it  will 
become  second  nature  to 
you.  You  have  been 
prescribed  three 
medicines:  atenolol  one 
daily,  nifedipine  two 
capsules  three  times  a 
day  and  isosorbide  one 
table  three  times  daily. 

Patient:      That 's  right. 

Pharmacist:  Great,  I'll  dispense 
these  for  you  now. 


In  relation  to  the  area  of  self- 
disclosure  the  pharmacist  did  not 
facilitate  any  depth  of  patient 
disclosure  nor  did  he  disclose  any 
personal  information  himself.  In 
fact  his  style  ensured  that  patient 
self-disclosures  would  be  kept  at 
a  superficial  level  throughout. 

Thus,  although  initially  the 
pharmacist  employed  a  reflective 
listening  style  this  was  of  a 
selective  nature  in  that 
consistently  the  focus  was  upon 
purely  factual  information,  at  the 
expense  of  any  discussion  of 
patient  feelings.  At  no  time  did  the 
pharmacist  use  any  self-reference 
pronouns  (for  example  I,  me,  my) 
but  rather  repeatedly  used  '  'you' ' 
reference  pronouns.  By  contrast 
the  patient  frequently  indicated  his 
desire  to  discuss  and  explore 
more  intimate  matters  but  these 


attempts  were  continually 
blocked. 

It  might  be  argued  that  the 
pharmacist  adopted  a  strict 
professional  stance  in  this 
interaction.  However,  it  would 
have  been  more  acceptable  to  the 
patient  had  the  pharmacist 
employed  more  of  a  "helping" 
strategy  in  this  instance.  This 
would  have  facilitated  the  open 
presentation  of  patient  needs,  the 
mutal  exchange  of  both  factual  and 
feeling  information  and  the  overall 
development  of  a  co-operative 
relationship. 


Example  2 


In  the  second  example  which 
follows  below,  analyse  the 
interaction  from  the  point  of  view 
of  self-disclosure  before  referring 
to  the  "Comments"  section  of 
the  transcript. 


Pharmacist:  Hello  Mr  Lloyd.  I'm  glad  to  see  you're 
back  on  your  feet  agai.  Your  wife  told 
me  you  'd  had  a  heart  attack.  I  was 
really  quite  shocked  to  hear  that. 
(Pharmacist  comes  around  the 
counter  to  speak  to  Mr  Lloyd 
privately.) 


Patient:      It  came  as  an  awful  shock  to  us  all.  I  've 
hardly  had  a  day 's  sickness  in  my  life 
and  then  this  happens 

Pharmacist:  Yes,  I said  to  your  wife  that  I 'd  never 
really  known  you  to  be  ill. 


Patient:      /  was  a  very  fit  man  you  know.  I  jogged 
regularly,  never  smoked  and  only  had 
the  occasional  drink.  I'm  shocked  by  it 
all  and  so  is  my  wife  and  the  children 
too.  I 'm  only  42  and  you  don 't  expect 
this  sort  of  thing  at  my  age. 

Pharmacist:  /  can  see  that  it 's  been  quite  devastating 
for  you  all. 

Patient:      Then  it 's  all  the  other  things  like  getting 
life  insurance.  Nobody  will  touch  me 
now.  We  were  hoping  to  move  to  a  new 
home  in  the  near  future  following  my 
promotion  at  work.  Now  I  don 't  know. 

Pharmacist:  Well,  that  side  of  it  can  be  difficult 
sometimes  although  I  know  quite  a 
number  of  people  including  my  own 
uncle  who  have  been  in  a  similar 
situation  and  have  been  able  to  sort  out 
their  financial  affairs  quite 
satisfactorily." .  Some  of  the  patient  self- 
help  groups  would,  I  think,  oe  able  to 
provide  you  with  up  to  date  information 
and  advice.  And  also  you  could  consult 
with  an  insurance  broker  directly  f 


Comments 


Greeting  self- 
disclosure  (type  2) 
Expresses  emotions 
Encourages  patient 
expression 

Patient  responds  by 
self-disclosing 

Type  2  self 
disclosure  maintains 
patient  focus  and 
encourages  further 
patient  response. 
Patient  expression  of 
feelings 


Type  2  reflective 
self-disclosure 
Deepening  of  patient 
self-disclosures 


(a)  self-disclosure 
(type  1)  to  reassure 

(b)  Offers  advice  and 
direction 
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Patient: 
Pharmacist: 


Patient: 
Pharmacist: 

Patient: 


Well,  that  'sgood  to  know. 
I  think  it 's  important  to  have  a  positive 
attitude  following  a  heart  attack  and 
there 's  no  reason,  given  time,  that  you 
shouldn  7  be  able  to  live  a  full  life  — 
resume  your  jogging  and  so  on "  I'm 
sure  the  hospital  staff  encouraged  you  to 
take  exercise  and  to  build  it  up 
gradually b. 

Oh  yes.  I  have  an  exercise  programme  to 
follow. 

And  did  they  give  you  instructions? 


Yes,  actually  there  was  a  pharmacist  on 
my  ward  and  she  spent  a  lot  of  time  with 
all  the  patients  telling  them  about  their 
drugs.  I  think  her  name  was  Woods. 
Pharmacist:  Oh  yes,  Elaine  Woods,  I  know  her  quite 
well.  She's  very  good.  I've  had  a 
number  of  patients,  like  yourself,  say 
that  she  does  a  lot  to  help  them 
understand  and  use  their  medicines 
correctly. 


Patient:      The  problem  is  that  I've  never  been  one 
for  taking  tablets.  Miss  Woods  said  I'd 
probably  be  taking  them  for  the  rest  of 
my  life.  That 's  an  awful  thought. 

Pharmacist:  Yes  lean  understand  how  you  feel  but 
the  long  term  treatment  is  designed,  of 
course,  to  prevent  you  having  a  further 
attack."  In  my  experience  the  treatments 
these  days  are  really  very  good  and 
you  '11  appreciate  the  importance  of 
taking  the  medicines  as  prescribed.1' 


Patient 

Pharmacist: 


Oh  I  do.  Can  you  just  remind  me  again 
of  the  different  doses? 


Of  course.  The  atenolol  tablets  you  have 
to  take  one  daily  in  the  morning.  They 
are  used  to  protect  the  heart  from  any 
kind  of  stress 
Patient:      Yes ,  that 's  what  Miss  Woods  said. 
Pharmacist:  The  orange  capsules  that  1 11  give  you 
are  nifedipine  and  you  take  two,  three 
times  daily.  The  other  tablets  are 
isosorbidc  and  you  have  to  take  one 
three  times  daily.  Together,  these  reduce 
the  load  that  the  heart,  as  a  pump,  has 
to  cope  with  and  therefore  helps  it  to 
work  effectively. 
Patient:      Yes  I  remember  Miss  Woods  telling  me 
that  now.  But  I  was  so  keen  to  get  home 
that  I  probably  didn 't  take  everything 
in. 

Pharmacist:  A  lot  of  my  patients  tell  me  that,  so  if  you 
do  have  any  questions  or  problems  with 
your  medication  please  don 't  hesitate  to 
ask. 


[ 


Patient       Thank  you  very  much 
Pharmacist:  Great,  I'll  dispense  these  for  you  now. 


Accepts  reassurance 

(a)  Type  2  self- 
disclosure  to  give 
reassurance 

(b)  Continues 
gradual  move  from 
feeling  to  factual 
matters. 

Patient  responds. 

Successfully  guides 

consultation  to 

centre  on  drug 

therapy 

Presents 

background 

information 

Type  1  self- 
disclosure  to  confirm 
support  for 
professional 
colleague,  to 
establish  a  common 
frame  of  reference 
and  to  continue 
relationship 
development 
Raises  objection. 


(a)  Type  2  self- 
disclosure  to 
neutralise  and 
overcome  objection 

(b)  Type  1  self- 
disclosure  to 
encourage 
compliance. 
Accepts  and 
requests  further 
information. 
Provides  information 
and  reasoned 
explanation 

Agrees 

Provides  information 
and  reasoned 
explanation 


Accepts  information 


Type  1  self- 
disclosure  to  indicate 
common  problems 
and  overcome 
possible 
embarrassment 
)  Closes 
interaction 


Analysis 


This  second  example  illustrates  a 
much  more  satisfactory  use  of  the 
skill  of  self-disclosure.  Here,  a  co- 
operative interaction  is  fostered 
whereby  the  pharmacist  enables 
the  patient  to  express  his  own 
needs  and  concerns  following  a 
crisis  in  his  life  when,  as 
previously  discussed,  there  will  be 
a  strong  desire  for  self-disclosure. 

From  the  outset  the 
pharmacist  conveyed  to  the 
patient,  by  coming  around  the 
counter,  that  he  was  willing  to 
become  more  involved  in  the 
situation.  Moreover,  the 
pharmacist  used  appropriate  self- 
disclosure  and  in  doing  so 
encouraged  optimum  breadth  and 
depth  of  self-disclosure  from  the 
patient. 

In  addition  the  pharmacist 
used  the  technique  of  "shading" 
which  involves  skilfully  and 
gradually  moving  the  conversation 
from  one  topic  to  another.  In  this 
instance  the  pharmacist  shaded 
from  discussion  of  emotional 
issues  to  discussion  of  facts 
without  the  patient  feeling  that  his 
needs  had  been  ignored. 

The  use  of  self-disclosure  in 
this  consultation  '  clearly 
demonstrates  all  of  the  eight 
functions  of  this  skill  as  outlined  in 
part  one  of  this  article  and 
exemplifies  the  value  of  this 
technique  in  the  pharmacy 
context. 

Conclusion 

This  two-part  article  has 
described  the  skill  of  self- 
disclosure  applied  within  the 
context  of  pharmacy  practice.  It 
has  demonstrated  that  the  skilled 
use  of  this  technique  can  facilitate 
patient  expression,  thereby 
allowing  a  much  more 
comprehensive  response  to  wider 
health  needs. 

In  everyday  interactions  the 
type,  depth  and  nature  of  self- 
disclosures  between  two 
individuals  will  determine  the  kind 
of  relationship  which  exists 
between  them,  and  this 
consequently  will  have  a  bearing 
upon  a  range  of  outcomes. 

Thus,  in  the  pharmacy  context 
patients  will  be  more  likely  to  visit 
community  pharmacies  where 
relationships  are  such  that  they 
allow  patients  to  self-disclose 
openly  and  without  embarrass- 
ment, and  where  the  pharmacist 
identifies  with  the  patient  by 
presenting  a  human  face  including 


the  use  of  some  self-disclosure. 

An  awareness  of  self- 
disclosure  is  therefore  crucial  for 
pharmacists.  Indeed  in  a  review  of 
practitioner  self-disclosure  it  was 
concluded  that:  "If  it  is 
appropriate  in  timing,  dosage  and 
content,  self-disclosure  can 
enhance  the  therapeutic 
relationship  and  hence  patient  co- 
operation...a  limited  amount  of 
practitioner  self-disclosure  has 
been  found  to  promote  clients' 
perceptions  that  the  therapist  is 
genuine... and  (during  first  visit) 
increases  the  chances  of  clients 
returning." 
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Absolute  Alcohol 

Synthetic  quality  available  to  British  and  all  well  known  International  Specifications  and  Pharmacopoeias 


HAYMAN  LIMITED 

FORMERLY  JAMES  BURROUGH  (F  A  D.)  LTD. 
70  EASTWAYS  INDUSTRIAL  PARK,  WITHAM,  ESSEX  CM8  3YE.  ENGLAND  TEL:  0376  517517 
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Glaxo-SB  suit 

Smithkline  Beecham  have  lodged 
a  lawsuit  in  the  USA  alleging  that 
Glaxo's  anti-nausea  drug 
ondansetron  (Zofran)  infringes 
one  of  their  patents. 

An  SB  spokesman  says  the 
lawsuit,  lodged  in  Philadelphia, 
alleges  Glaxo  have  infringed  a  US 
patent  covering  the  use  of  5HT3 
products  in  nausea  and  vomiting  in 
patients  undergoing 
chemotherapy. 

Glaxo  say  they  have  not  had 
the  opportunity  to  study  the 
complaint  and  have  no  specific 
comment.  "Glaxo  believe  their 
patent  position  regarding 
ondansetron  is  strong  and  does 
not  infringe  any  valid  patent  of 
Smithkline  Beecham.  We  will 
vigorously  defend  our  position." 


AAH  buy  seven  more 
pharmacies 


AAH  Holdings  have  bought  the 
seven-strong  Elliotts  Pharmacy 
chain  for  £1 .5  million.  The  stores, 
situated  in  the  Bristol  area,  will 
become  part  of  AAH's  retail 
pharmacy  division,  bringing  it  up 
to  129  premises. 

The  vendors,  Philip  Hunt  and 
his  wife  Julie,  intend  to  move  to 
South  Africa  where  they  will  look 
for  new  business  opportunities 
"probably  not  associated  with 
pharmacy". 

The  £1.5m  asking  price  is 
being  met  by  £700,000  cash  plus 
228,571  AAH  shares  valued  at 


£800,000.  A  statement  from  AAH 
said  the  units  will  be  operated  as 
Vantage  Chemists. 

Mr  Hunt  told  C&D:  "It  is 
probably  AAH's  intention  to  put 
the  pharmacies  through  their 
franchise  scheme.  I  imagine  they 
will  franchise  most  of  the  shops  if 
not  all  of  them."  He  said  Elliotts 
had  a  net  asset  value  of  around 
£280,000. 

All  the  staff  at  Elliotts  will  be 
kept  on  "for  the  time  being",  Mr 
Elliott  told  C&D. 

Mr  Hunt  spent  three  years  on 
RPSGB  Council  from  1982. 


Unilever  weather  recent  war  and  recession 


The  Unilever  group  achieved  a  9 
per  cent  rise  in  turnover  to  £22 .3 
billion  last  year,  while  pre-tax 
profit  was  up  some  4.6  per  cent  to 
£1.8  billion.  In  the  UK,  Unilever 
pic  recorded  turnover  up  just  6 
per  cent  rising  from  £7.4  billion  to 
£7.8  billion.  Meanwhile  pre-tax 
profit  for  Unilever  pic  actually  fell, 
from  £626  million  in  1989  to 
£595m  last  year. 

Commenting  on  the  figures  in 
the  company's  annual  report  Sir 
Michael  Angus  and  Mr  F.A. 
Maljers,  the  joint  chairmen,  say 
"Earnings  per  share  rose  by  11 


Turnover  up  9pc  to  £22.3  billion 

Pre-tax  profit  up  4.6pc  to  £1.8  billion 

Earnings  per  share  up  12pc  to  59.5p 

Dividend  up  8pc  to  18.16p 

per  cent  at  constant  exchange 
rates.  This  is  a  good  result  in  a 
year  when  unmistakable  signs  of 
recession  were  beginning  to  show 
in  some  of  our  major  countries, 
making  trading  conditions  more 
difficult  than  we  have  seen  in 
recent  years." 

In  the  personal  products 
division  turnover  was  up  from 


£2.2mto£2.7m.  Elizabeth  Arden 
and  Calvin  Klein  had  a  successful 
year  "in  spite  of  difficult 
conditions". 

'  '1990  has  not  been  without  its 
difficulties  but  our  sound  record  of 
profit  growth  has  been 
maintained.  Many  uncertainties  lie 
ahead  in  1991 .  With  a  background 
of  recent  war  and  economic 
recession  it  is  impossible  to  be 
confident  about  the  short  term. ' ' 

The  board  has  announced  a 
dividend  for  the  group  up  8  per 
cent,  from  16.75p  in  1989  to 
18.16p  for  1990. 


Upjohn  show 
solid  results 

Final  results  for  Upjohn  show  net 
sales  up  almost  11  per  cent  to  $3 
billion  and  pre-tax  profit  up  from 
$482  million  to  $656m,  an  increase 
of  36  per  cent  on  the  year. 

Turnover  up  10.9pc  to  $3  billion 
Pre-tax  profit  up  36pc  to  $656m 
Earnings  per  share  up  42.5pc  to  $2.48 
Dividend  up  10.6pc  to  $1.04 

While  the  company  does  not 
publish  separate  figures  for  its  UK 
operations  in  its  annual  report,  it 
comments  that  the  company  has 
done  well  despite  having  to  work 
within  the  Pharmaceutical  Price 
Regulation  Scheme. 

"A  revamped  campaign  in 
1990  to  raise  physician  awareness 
of  the  benefits  of  using  Colestid, 
which  has  been  on  the  market  for 
more  than  a  decade,  has  helped 
increase  sales  by  50  per  cent 
above  1 989  levels , "  the  company 
says. 

Upjohn  say  its  UK  subsidiary 
also  intends  to  increase  its  market 
share,  primarily  through  licence 
agreements  for  central  nervous 
system  and  cardiovascular  drugs. 

Earnings  per  share  for  the 
company  as  a  whole  are  up 
considerably,  from  $1 .74  in  1989 
to  $2.48  last  year,  a  rise  of  some 
42.5  per  cent.  The  board  has 
declared  a  dividend  of  $1.04,  over 
10  per  cent  up  on  1989. 


★  ENVIRONMENTALLY  SAFE  *  ANTI-STATIC  * 

NON-SOLVENT  BASED 

OPTICAL  CLEANING  FLUID 

TECHNICLEAR  'OPTICAL' 

is  the  answer  for  keeping  glasses 
and  other  types  of  optical  glass 
clear  of  dust  and  grease  and  the 
static  electricity  which  attracts  them 
FOR  MORE  DETAILS 

TEL:  0275  375250 


i  i  <  ii  \ N 


LEIGH  COURT.  ABBOTS  LEIGH  BRISTOL  BS8  JRA 


THE  'JAYKAY'tm 

STOMA  ADHESIVE  FLANGE  CUTTER 


An  easy  and  effective  way  to  cut 
circular  holes  in  "TWO  PIECE  SYSTEM" 
Stoma  adhesive  flanges  or  the  cutting 
of  holes  in  "Skin  Protectors  or  Wafers" 


The  cutter  may  be  adjusted  by  Stoma 
Care  Nurse,  or  user,  to  cut  the  exact 
size  hole  required  to  suit  the  stoma. 

Regular  sharpening  of  the  cutter  is  not 
required. 

The  cutter  does  not  require  constant 
cleaning  from  flange  plastic  adhesive 
material,  as  the  cutter  has  no  moving 
part  in  contact  with  flange  apart  from 
the  Knife  Blade,  which  is  automatically 
cleaned  when  withdrawing  it  through 
the  protective  flange  backing  after 
cutting  the  required  hole. 

A  useful  self  standing  or  hanging  mirror 
will  be  supplied  with  each  cutter  (size 
1  62mm  x  1  18mm)  for  a  limited  period 
only 

J  K  ENGINEERING  LTD 

Raleigh,  Barnstaple 
Devon  EX31  4HY 
Telephone0271  43819 
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Smith  &  Nephew  move 
research  to  York 


Smith  &  Nephew  are  planning  to 
relocate  their  entire  Harlow 
research  activity  to  the  proposed 
science  park  at  the  University  of 
York.  Once  the  move  is 
completed  Gilston  Park  will  be 
sold. 

"The  project  involves  the 
relocation  of  some  200  scientists 
and  technical  staff  from  Essex," 
said  a  spokesman  for  the 
company.  Once  relocated,  the 
Smith  &  Nephew  researchers  will 
be  working  in  partnership  with  the 
university's  scientists  and 
technologists. 

The  corporate  departments 
responsible  for  patents  and 
trademarks,  clinical  research  and 
regulatory  affairs,  technology 
licensing,  and  information 
services  will  also  be  transferred 
from  the  present  research  centre 
at  Gilston  Park. 

Smith  &  Nephew's  chief 
executive  John  Robinson  said: 
' '  Research  and  development  is  at 
the  heart  of  our  business  and  our 
success  has  been  built  on 
continuous  product  innovation. 
The  York  University  enterprise  is 
therefore  of  critical  strategic 
importance  to  the  long  term  future 
of  the  company." 

During  the  1970s  and  early 
1980s  the  company  played  a 
central  role  in  the  development  of 
the  science  of  wound  healing  when 
it  was  not  academically 
fashionable.  Dr  Alan  Suggett, 
director  of  group  research  said: 
"Wound  management  continues 
to  be  a  central  plank  of  S&N's 
business." 

Mr  Robinson  said:  "In  some  of 
our  core  businesses  we  launched 
more  new  products  in  the  last 
three  years  than  all  our 
competitors  put  together. 

"New  products  often  mean 
new  manufacturing  methods  and 
some  25  per  cent  of  our  research 
is  devoted  to  creating  novel 
manufacturing  processes . ' ' 

Sales  for  the  company  have 
grown  from  £420  million  in  1985  to 
£730m  in  1990.  Last  year  the 
company's  R&D  budget  was 
£20m. 

"Our  annual  R&D  budget  is 


modest  in  relation  to  the  results 
achieved.  In  some  core 
businesses  we  launched  more 
new  products  in  the  last  three 
years  than  all  our  competitors  put 
together,  and  than  60  new  patents 
a  year  emanate  from  our  R&D 
function. 

"Our  R&D  is  focused  on 
niche  markets  in  which  no-one 
else  has  similar  products,  or 
where  we  have  technical 
superiority." 

He  said  he  expected  the  new 
research  centre  to  be  in  operation 
bv  the  end  of  1992. 


Cyanamid  research  director  Dr  Richard  Saunders  explains  a  procedure 
at  the  company 's  new  medical  research  laboratories  to  Baroness  Hooper, 
Junior  Health  Minister  (centre),  when  she  formally  opened  the  building 
on  the  Gosportsite.  The  new  facility  replaces  old  laboratories  and  is  the 
company 's  principal  research  and  development  centre  for  Europe.  Also 
pictured  is  researcher  Sylvia  Lobo 


New  member 
forSEPIG 

Delandale  Laboratories  of 
Canterbury,  Kent,  has  recently 
joined  the  South  East 
Pharmaceutical  Industry  Group. 

SEPIG  represents  eight 
pharmaceutical  companies  in  Kent 
and  Sussex  and  aims  to  inform  the 
region  about  the  role  of  the 
pharmaceutical  industry. 

Delandale  Laboratories 
Limited  is  a  long  established 
company  which  specialises  in 
products  for  depression. 


Court  of  Appeal  lifts  Sunday 
trading  injunctions 


The  Court  of  Appeal  has  lifted 
interim  injunctions  granted  to 
councils  which  had  forced  Sunday 
closing  on  B&Q  in  Glastonbury 
and  Wicks  Building  Supplies  at 
two  sites  in  Yorkshire. 

The  judges  said  the  orders 
should  never  have  been  granted 
without  undertakings  from  the 
councils  that  they  would  pay 
damages  to  the  retailers  for  lost 
sales  if  eventually  defeated  on  this 
issue. 

Afterwards,  a  local  authority 
lawyer  said  the  ruling  meant 
Sunday  trading  restrictions  were 
now  "virtually  unenforceable" 
because  of  the  financial  risk  to 
councils. 

B&Q  plan  to  challenge  Sunday 
trading  rules  in  the  House  of 
Lords  next  month.  The  company 
says  they  are  invalid  under  the 
free  trade  provisions  of  the  EC .  If 
the  law  Lords  refer  the  case  to  the 
European  Court  a  final  decision 
may  still  be  two  years  off. 

Controller  of  retail  services  for 
B&Q  David  Ramsden  said  the 
Appeal  court  ruling  was  a 
"resounding  victory"  for  the 
stores.  Roger  Butterfield,  senior 
solicitor  for  Kirkless,  one  of  the 
defeated  councils,  said  they  may 
appeal  to  the  House  of  Lords  to 
re-instate  the  injunctions. 


There  are  understood  to  be 
more  than  100  other  injunctions 
barring  stores  from  trading  on 
Sundays  which  may  be  affected  by 
this  ruling. 

□  Government  legislation  to 
reform  the  law  on  Sunday  trading 
is  still  unlikely  to  be  introduced 
before  the  next  general  election 
despite  the  judgment  earlier  this 
week,  which  is  widely  regarded  as 
making  the  existing  restrictions 
unenforceable. 

John  Major,  the  Prime 
Minister,  has  already  made  it  clear 
that  he  regards  the  anomalies  in 
the  law  now  applying  in  England 
and  Wales  as  bizarre.  But  he  is 
determined  to  handle  the 
politically  sensitive  Sunday  trading 
issue  with  caution,  and  favours 
limiting  the  Government's  initial 
response  to  the  new  situation 
created  by  the  Court  of  Appeal 
judgment  to  calling  for  a  speeding 
up  of  the  search  for  a  concensus 
solution.  Mrs  Angela  Rumbold, 
Home  Office  Minister  of  State, 
has  already  embarked  on 
exploratory  discussions. 

Mr  Peter  Lilley,  the  Trade  and 
Industry  secretary,  suggested  in 
the  Commons  on  Wednesday  that 
the  Court  of  Appeal  decision  was 
not  as  far  reaching  as  had  been 
suggested. 


COMING  EVENTS 


Bradford 
lecture 

The  Wallace  Hemingway 
Memorial  Lecture  at  the 
University  of  Bradford  School  of 
Pharmacy  will  be  on  May  22. 

The  lecture,  "Risk/benefit 
analysis  in  medical  treatment", 
will  be  given  by  Professor  A.  W. 
Asscher,  chairman  of  the 
Committee  on  Safety  of 
Medicines.  The  lecture  will  be 
preceded  by  a  reception  at  7pm. 
The  lecture  is  at  8pm. 

Details  are  available  from  Miss 
A.  Balderson  on  0274  384661. 


Bonus  day 

CBS  Wholesale,  a  cash  and  carry 
at  Garman  Road,  Tottenham, 
London  are  holding  a  bonus  day  on 
May  19  from  8am  to  4pm. 

The  day  is  being  presented  in 
conjunction  with  Elida  Gibbs  and 
Procter  &  Gamble.  For  details  call 
CBS  on  081-801  6444. 

Wednesday,  May  8 

Bath  Branch,  RPSGB.  Visit  to 
Pilton  Manor  Vineyard  including 
conducted  tour  and  wine  tasting. 
Mansfield   Branch,  RPSGB. 

Postgraduate  Centre,  Kings  Mill 
Hospital,  Sutton-in-Ashfield  7.30  for 
8.15pm.  Annual  meeting. 

Advance  information 

XAHAT.  "Secure  in  the  NHS" ,  May 
7.  Kensington  Town  Hall.  Details  from 
Angela  Lyons  on  021-414  1536. 
The  Institute  of  Packaging. 

Packaging  of  pharmaceuticals ' ' ,  The 
White  House,  Sussex,  May  12-17.  For 
details  call  0664  500055. 
Society  of  Cosmetic  Scientists. 
Annual  meeting,  Vanderbilt  Hotel, 
Cromwell  Road,  London,  May  21,  6 
for  6.30pm.  Details  from  Mrs  L. 
Weston  on  0582  26661. 
IBC  Technical  Services. 
"Alzheimers  disease"  conference, 
London,  May  21-22.  Details  from 
Catherine  Barrett  on  071-236  4080. 
British  Society  for  the  History  of 
Pharmacy.  Visit  to  Kew  Gardens, 
May  22  at  2pm.  Details  from  DrL.C. 
Howden  on  031-556  4386. 
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APPOINTMENTS 


Probably  the  most  versatile  selling  job 

in  the  world 

A  New  Nationwide  Team 

The  position  involves  calling  on  General  Practitioners,  Chemists  and  Community  Nurses  with  a  wide 

range  of  products. 

When  calling  on  G.P.s  and  Community  Nurses  your  objective  will  be  to  gain  product  usage  whereas  with  Chemist 

calls  your  goal  will  be  to  actually  take  an  order. 

We  are  looking  for  experienced  or  trainee  candidates  who  are  professional,  intelligent  and  achievement  driven. 
A  para  medical  qualification  or  a  degree,  preferably  in  the  life  sciences,  would  be  a  distinct  advantage.  You  must 

also  hold  a  current  manual  driving  licence. 

Our  company  offer  training  and  full  field  support  together  with  a  good  basic  salary  plus  bonus,  company  car  and 

a  tremendous  team  spirit. 

If  you  think  you  are  up  to  this  job  ring  us  for  an  informal  chat. 

Rapid  Deployment  Limited,  Worthy  Park  House,  Abbots  Worthy,  Winchester,  Hants  S021  IAN.  Tel:  Winchester  (0962)  881421 


RAPID  DEPLOYMENT  LTD 


CHEMIST  &  DRUGGIST  CAN  HELP 

YOU  FILL  YOUR  VACANCIES 
QUICKLY.  ARE  YOU  THINKING 

ABOUT  RECRUITING? 
CONTACT  CLASSIFIED  ON  0732 
364422  OR  FAX  0732  361  534 
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BUSINESS  FOR  SALE 


PRODUCTS  &  SERVICES 


PERFUMERY/BEAUTY  SALON 
HAIR  SALON 

Situated  in  South 
Yorkshire.  All  main 
agencies.  Quick  sale. 
Stock  and  fixtures  & 
fittings  only.  Valuable 

lease  included. 
Genuine  enquiries  only 
with  bank  references. 

Reply  Box  C&D  3393 


LABELLING  SYSTEMS 


If  Pharmacists  have  already  bought  4500 
JRC  systems,we  don't  need  to  tell  you 
who  is  No.l  in  Pharmacy  computers! 


Send  lor  your  FREE  videotape  on  our  1 
EPOS  or  PMR  systems  loday! 


j  Every  JRC  system  carries  a  2-month 
money-back  Guarantee!  


Thank  you  for  choosing  us! 


SYSTEMS 


-ILL  I  »OS  T  .  PRE  3  I  OPsI  F»F»3  6BR      Tel:(0772)  323763 


PHARMACEUTICAL  LOCUMS 


loAjms 


A  WELCOME 
SIGN  OF  RELIEF 


•ESTABLISHED  & 

RELIABLE 
•SHORT  AND  LONG 

TERM  ASSIGNMENTS 
•EVERY  AREA 
•CALL  FREE 


0800*26*20*43 


DISPENSARY  AND 
PHARMACY  FITTINGS 

Designed  &  made  by  the  trade 
Easily  Adjustable  Shelves 
Made  in  Melamine  Board. 


K.H. WOODFORD  b  Co.  Ltd.  RING  NOW  (0202)396272 


SHOPFITTINGS 


EXDkUM 

—  STOREFITTERS  — 


0626  •  834077 

COMPREHENSIVE  DESIGN,  MANUFACTURE  AND 
INSTALLATION  SERVICE  FOR  THE  RETAIL  PHARMACY 

KING  CHARLES  BUSINESS  PARK,01D  NEWTON  ROAD,  HEATHFIEID,  DEVON, TQ126UT 


STOCK  FOR  SALE 


MILCO  ENTERPRISES  EST  1980 

Suppliers  of  Branded  Perfumes  and  Aftershaves. 
Nationwide  delivery. 

For  comprehensive  list  1  Cinema  Parade 

Tel:  081-905  7005  Manor  Park  Crescent 

Fax:  081-952  2336  Edgware,  Middx  HA8  7LT. 


TRADE  MARKS 


The  Trade  Marks  sei  out  below  were  assigned  on:  13th  September  1990 

by:  Mallinckrodt,  Inc.  (a  Delaware  Corporation)  of  675  McDonnell 

Boulevard,  St.  Louis, 

Missouri,  USA. 

to:  Mallinckrodt  Speciality  Chemicals  Company,  (a  Delaware 

Corporation 

)  of  675  McDonnell  Boulevard,  St.  Louis,  Missouri,  USA. 

WITHOUT  THE  GOODWILL  OF  THE  BUSINESS  IN  THE  GOODS  FOR  WHICH 

THE  TRADE  MARKS  ARE  REGISTERED. 

TRADE  MARK  NO 

MARK 

GOODS  SPECIFICATION 

1252986 

ESCALOL 

Chemical  pt oducls  lof  use  in  the  manufacture  ot  cosmelics 

507 

and  ol  toilet  preparations. 

1079467 

ESCALOL 

Chemical  products  for  use  in  the  manufacture  of  cosmetics  and  of  toilet 
preparations 

1079466 

CERAPHYL 

Chemical  products  for  use  in  the  manufacture  ol  cosmetics  and  of  toilet 
preparations,  chemical  products  containing  wax  ol  derivatives  of  wax 

1064002 

ESCALOL 

Cosmelics,  non  medicated  toilet  preparations;  all  having  ultra  violet  ray 
absoiplion  properties 

1064001 

CERAPHYL 

Cosmelics,  non  medicated  toilet  preparations,  perfumes,  dentifrices, 
depilatory  preparations,  antiperspirants.  preparalions  for  Ihe  hair  shampoos 
and  soaps,  all  containing  wax  or  derivatives  of  wax,  3nd  essential  oils 

The  Trade  Mark  set  out  below  was  assigned  on  30/3/90 
by:  DDSA  Pharmaceuticals  Limited 
to:  Chatfield  Pharmaceuticals  Limited 

WITHOUT  THE  GOODWILL  OF  THE  BUSINESS  IN  THE  GOODS  FOR 
WHICH  THE  TRADE  MARK  IS  REGISTERED/APPLIED  FOR. 
TRADE  MARK  NO.     MARK  GOODS  SPECIFICATION 
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Dispensing 
something 
different 

One  of  the  oldest  retailers  on 
Prestatyn  High  Street,  North 
Wales,  can  now  honestly  say:  "I 
bought  out  the  bank!" 

Trading  for  over  60  years,  the 
high  street  chemist  now  owned  by 
Mr  G.  W.  Lewis  used  to  be 
located  in  a  tiny  shop  50  yards 
from  where  it  is  now.  When 
Barclays  Bank  moved  down  the 
road  to  a  smaller  building,  Mr 
Lewis  jumped  at  the  chance  to 
take  over  the  bigger  premises. 

"The  original  exterior  of  the 
half  timber  facade  would  always 
catch  my  eye  when  walking  to 
work,"  Mr  Lewis  commented. 
"It's  so  different  to  anything  else 
on  the  street." 

The  interior  obviously 
required  a  major  refit.  The  job  fell 
to  Marspec  Shopfitting  of 
Warrington,  who  put  in  a  Caem 
shelving  system  from  Caem- 
Magrini  of  Stafford. 

The  job  is  now  completely 
finished  and  the  pharmacy  is 
running  smoothly,  but  Mr  Lewis 
admits  the  odd  customer  has  tried 
to  "draw  out"  as  well  as  "pay 
in". 


Evans 
reshuffle 

The  appointment  in  February  of 
Dr  Ian  Stewart  as  managing 
director  of  the  merged  Evans  and 
Kerfoot  operations  has  been 
followed  by  the  reorganisation  of 
the  sales  and  marketing  structure 
of  the  two  companies. 

Colin  Darroch,  formerly  sales 
and  marketing  director  of  Evans 
Medical,  has  been  appointed  sales 
and  marketing  director  of  the 
merged  operations.  Reporting 
directly  to  him  are  Anthea  Davies, 
marketing  manager  for  the  Evans 


The  new  Prestatyn  pharmacy 


Jeremy  Clitherow,  FRPharmS,  NPA  Board  member  for  Mersey  side , 
displays  his  chain  of  office  having  been  elected  chairman  of  the  Board  of 
Management  for  1991/92  (News  last  week)  in  succession  to  Andrew 
Watson.  The  new  vice-chairman  is  Joe  King  (East  Anglia)  while  David 
Thomas  (West  Midlands)  becomes  treasurer,  replacing  Bob  Worby  who 
has  held  the  post  since  1980 


APPOINTMENTS 


label,  Mark  Keeling,  for  the 
Kerfoot  label,  who  recently  joined 
from  Berk  Pharmaceuticals,  and 
Douglas  Robb  as  marketing 
information  manager. 

Jim  Mort  has  been  appointed 
national  sales  manager  with  both 
the  Evans  and  Kerfoot  sales  force 
reporting  to  him.  Both  sales 
forces  will  remain  separate  with 
the  Evans  label  only  supplied 
through  wholesalers  and  the 
Kerfoot  label  supplied  direct  into 
pharmacy. 

The  customer  service  areas 
remain  as  before,  with  the  Evans 
label  being  distributed  from  the 
Dunstable  site,  and  the  Kerfoot 
label  being  distributed  from  the 
Bardsley  Vale  site. 


NPfl  branch  secretary.  Brian  Heaps 
has  been  appointed  branch 
secretary  for  Scarborough  and 
North  Riding. 

The  Seton  Healthcare  Group  pic  have 
appointed  J.  Stanley  Mowatt  as  a 
non-executive  director.  Mr 
Mowatt,  52,  a  chartered 
management  accountant  and 
chartered  secretary,  has  held  a 
number  of  senior  financial  and 
managerial  positions.  Most 
recently  he  was  chairman  and 
chief  executive  of  Ultra 
Laboratories,  manufacturers  of 
the  Lyofoam  brand  of  primary 
wound  dressings  acquired  by 
Seton  on  March  1 1 . 
Janssen  Pharmaceutical  have 
announced  a  number  of  appoint- 


Four  posts 
go  at  Guy's 

Four  posts  within  the  pharmacy  at 
Guy's  Hospital  will  be  lost 
following  last  week's 
announcement  that  the  hospital 
proposes  to  cut  around  600  jobs  to 
help  save  £12.8  million. 

The  four  pharmacy  posts  had 
been  kept  vacant  for  "some 
time"  in  anticipation,  says  Roger 
Home,  DPhO,  Lewisham  and 
North  Southwark.  "We  were 
aware  these  cuts  were  coming  in 
some  shape  or  form,"  he  told 
C&D. 

The  cuts  are  not  immediately 
expected  to  affect  the  level  of 
pharmacy  service  provided, 
although  longer  term  effects  are 
not  yet  known,  said  Mr  Home. 
When  they  are,  plans  will  be  made 
accordingly. 

A  review  of  clinical  services 
will  primarily  involve  medical 
services,  although  pharmaceutical 
services  will  be  participating.  A 
"knock-on"  effect  on  pharmacy  is 
expected,  said  Mr  Home. 

Guy's  and  Lewisham  Hospital 
became  a  self-governing  trust  on 
April  1 .  Health  Secretary  William 
Waldegrave  has  denied  the  cuts 
announced  by  trusts  means  they 
were  being  left  to  sink  or  swim  in 
the  market  place. 


ments  to  the  pharmaceutical 
(prescription)  division  and  the 
market  research  department. 
John  Smith  has  been  appointed 
southern  sales  manager  and  John 
Hunter,  northern  sales  manager. 
Neil  Shannon  takes  over  as 
regional  business  manager  for 
Wales  and  Colin  Hannah  joins  the 
company  as  hospital  franchise 
manager.  Nick  Voysey, 
previously  with  the  Wellcome 
Foundation  and  Celltech,  has  been 
appointed  market  research 
manager. 

Schering  Plough  have  announced  the 
appointment  of  Matthew 
Caldwell-Nichols  as  divisional 
director  for  the  consumer 
healthcare  division. 


Typesetting  and  graphics  by  Magset  Ltd,  Sidcup,  Kent.  Printed  by  Riverside  Press  Ltd,  St  Ives  pic,  Whitstable,  Kent.  Published  by  Benn  Publications  Ltd,  Sovereign  Way,  Tonbridge,  Kent  TN9  1RVV. 
Registered  at  the  Post  Office  as  a  Newspaper  23/25/16s  Contents  >i  <  Benn  Publications  Ltd  1991.  All  rights  reserved.  No  part  of  this  publication  may  be  reproduced,  stored  in  a  retrieval  system  or  transmitted  in. 
any  form  or  by  any  means,  electronic,  mechanical,  photocopying,  recording  or  otherwise  without  the  prior  permission  of  Benn  Publications.  Benn  Publications  Ltd  may  pass  suitable  reader  addresses  to  other  relevant 
suppliers.  If  you  do  not  wish  to  receive  sales  information  from  other  companies,  please  write  to  Fraser  Murdoch  at  Benn  Publications  Ltd. 
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6  FOR  THE 
►  PRICE  OF  5 
PLUS  50ml 
FREE 


'A  FREE 


Conditio^ 


10% 
EXTRA 

FREE 


•as. 


PROFIT  TIP 

Ustermint  300ml 
1 2  for  1 0 

Another  exclusive  to 
N&P  offering  a  very 
attractive  margin 

of  43%- 
Listermmt  claims 
over  30%  of  the 
post-brushing  market 


AVAILABLE  AT 
YOUR  NEAREST 
BRANCH 


PROFIT  TIP 

6  for  5  Balsam 
Conditioner  +50m( 
exclusive  to  N&P 

Balsam  Conditioner 
is  the  UK's  fastest 
selling  conditioner 

where  stocked. 
Special  promotion 
pack  offers  a  33.7% 
margin  on  a  high 
street  retail  of  1 .09 


Ozone  ! 
►  Friendly!! 


30% 
EXTRA 
FREE 


Offers  available  from  7-5-91  till  24-5-91 

ALL  OFFERS  SUBJECT  TO  AVAILABILITY  &  VAT  WHERE  APPLICABLE 
NOT  AVAILABLE  AT  OUR  STAINES  BRANCH  -  WHOLESALERS  NOT  SUPPLIED 

FOR  FURTHER  DETAILS  CONTACT  FREEFONE  0800  181349 


everything'* 


HAIRCARE 


ALBERTO  BALSAM  CONDITIONER  350ml 

+  50ml  EXTRA  FREE  6  FOR  5 
EXCLUSIVE  TO  N  &  P 

3.69 

6 

P.G.  1.09  P.O.R.  33.7% 

ALBERTO  BALSAM  SHAMPOO  350ml 

+  50ml  EXTRA  FREE  6  FOR  5 
EXCLUSIVE  TO  N  &  P 

2.99 

6 

P.G.  89p  P.O.R.  34% 

TOILETRIES 

SOFT  &  GENTLE  AEROSOL  1 50ml 

+  25ml  EXTRA  FREE 

8.99 

12 

P.G.  1.25  P.O.R.  29.5% 

SOFT  &  GENTLE  ROLL  ON  50ml 

+  30%  EXTRA  FREE 

5.59 

12 

P.G.  79p  P.O.R.  30.7% 

DENTAL 

LISTERMINT  300ml 

12  FOR  THE  PRICE  OF  10 
EXCLUSIVE  TO  N  4  P 

7.49 

12 

P.G.  1.29  P.O.R.  43% 

MACLEANS  TOOTHPASTE  50ml 

+  10%  EXTRA  FREE 

4.48 

12 

P.M.  62p  P.O.R.  29.2% 

HOUSEHOLD 

BIG  D  AIR  FRESHENER  250ml 

12 

P.G.  59p  P.O.R.  32.1% 


nurdiN  ^Peacock 


Introducing  a  brand  new  product 
with  top  brand  values.  New  Dettol  Fresh. 

Your  customers  will  find  it  cares  and 
protects  every  bit  as  safely  as  original 
Dettol  but  it  has  a  lighter,  fresher  smell. 

It's  a  choice  they'll  welcome. 

After  they've  sniffed  it  out,  you'll  be 
fresh  out  of  it  in  no  time. 


MMumeiumm  >»  mm  met,  m  vmmmm 
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Dettol 


SNIFF  OUT  NEW  DETTOL 


